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““l Feel Like a Movie 
Star from the Looks 
of My Fan Mail | y, 


“ininciaoes a 


LL 
oe 


“It has only been a few months since I introduced the Irwin 62T 

HI-LITE Auger Bit and I'm beginning to feel like a movie idol with all 
the fan mail I'm receiving. In fact 4,325 hardware dealers asked me for 
62T HI-LITE samples. As proof that the 62T HI-LITE is everything I said it 
was, over 2200 of these same dealers voluntarily wrote to me, heaping 
praise and compliments on this truly fine wood-boring tool.” 


“In reply to all these fine tributes I want to express my sincere thanks 
and appreciation for the interest you have shown in the 62T HI-LITE— 
today’s most modern ‘eye appealing’ Auger Bit.” , 


OUR BLUWIN 162T IS ALSO FURNISHED WITH THE EXCLUSIVE HI-LITE FINISH. 


"FREE: Would you like to receive a very 
colorful and effective cut-out window and 
counter display of "Chips," the eye- 
catching Auger Bit Man shown above? 
It's FREE for the asking and with it we'll 
send you a packet of other helpful sales ees 4 QWaLiry ies 


material. Send for yours today. s debates te Cum ere NeREASp. 
Zés 


FOR QUALITY, 
a WORKMANSHIP AND 
APPEARANCE 1T 
EXCELLS ALL ay 
4 — THE IRWIN Awes R e 
WING Tow 
ONO 


‘7 Co 
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“LINDBECKS” GOING LIKE FIRECRACKE © 











SPANISH SUBMARINES NEED “HIGH SIGH 








BRUSH BUSINESS IS POPPING where Wooster ‘‘Lindbecks”’ are on display. C. H. Douda, 
Cleveland paint store manager, shows a customer how the ‘‘Lindbeck’s’’ sharply 
chiseled, angular bristle edge cuts a clean, sharp stroke. Wooster ‘‘Lindbeck’’ ads are 
pulling thousands of painters daily into hardware stores to buy this sensational 
Wooster Angular Sash Tool that cuts sash time up to 50°/. Selling ‘‘Lindbecks’’ 
gives you plenty of chances for their other brush and paint business, too. Ask your 
jobber today for the Wooster ‘‘Lindbeck’’ Assortment shown above. It holds three 
1”, six 114" and three 2” “‘Lindbecks.’’ Total retail value $5.79. Only Wooster makes 
‘‘Lindbecks,’’ so be sure the FOSS-SET trade-mark is on the ferrule. 


THE DOUBLE CROSS FOR 

THE WOOSTER 3-POINT SUBS. Italian painters at 
MERCHANDISING SYSTEM... FOR SELLING Gensh cos anaggee giving « 
crack liner a protecting coat 
of paint before the next trip 


to America. Note the cross 
design drying on the hull. 
It’s to warn sub commanders 


in the Spanish war zones not 
to tighten up on their tor- 


pedo finger. 
Woosters’s fame has spread 
across the seas. Yearly thou- 


aN sands of Wooster Foss -Set 
THE WOOSTER ; > i BRUSH COMPANY Brushes leave home to bright- 


5 
weaprenr Nat entre en up foreign lands. 


WOOSTERS ALWAYS SEEN IN BEST PLAC. 












OVER THIRTY YEARS AGO the Smith-Wincheste 


Hardware Company in Jackson, Michigan bega 
selling Wooster Brushes. General Manager Watt 
lets usin on thesecret of their fine brush business 
Their brush department has been ‘‘just Wooster 
these three decades. The picture above show 
Woosters doing a “‘solo”’ selling job out front fo: 
Smith-Winchester. 





FINAL TUNE UP. The last step in making a 
Wooster Brush. A scene in Wooster’s modern 
factory showing a Wooster craftsman feeding 
brushes into an automatic machine that beats, 
combs and cleans each brush by an air and 
vacuum system. Another extra Wooster pre- 
caution to insure your customers a fine brush 
and a good paint job. 
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FRIEND 


OUR MUTUAL 


The Jobber’s Salesman 









“CURE, I know him,” you say. “He calls on me 


every week or so, looks over my stocks and 
sends me what I need.” 

Perhaps you are so accustomed to his visits and 
his work that you take him as a matter of course. 
Let’s get acquainted with him all over again. 

The Jobber’s Salesman—this man who“calls on 
you every week or so” —is MORE than a salesman. 
He plays a highly important part in the successful, 
profitable marketing of most of the products in 
your store. 

He is constantly performing an extremely valu- 
able service for you, the hardware merchant, and 
for the manufacturer whose goods you sell. He 
represents a service you can’t get elsewhere. 

He does MORE than “look over your stocks.” He 


orders to the demand...to buy on a quick turn- 
over basis...to do a volume business without a 
volume investment or bufdensome inventory. 

He brings you new products...new ideas...new 
sales helps...new ways to profit. He is your depend- 
able, right-at-your-elbow contact with the remote 
manufacturer. . 

He is as readily on the job to make an adjust- 
ment as he is to take an order. 

Many of the merchants, sales managers and 
manufacturing executives of today were the Job- 
bers’ Salesmen of yesterday. They built their suc- 
cess on service—on their experience in helping 
to solve the problems of retailers. 

When you shake hands with the Jobber’s Sales- 
man on his next call, have this thought in mind: 

Here is a real friend who has as 


assists you in merchandising them 
and in pricing your inventories. om A { E ... much helpful service to give as he has 


He helps you to conform your 


goods to sell. 


THE YALE & TOWNE MFG. CO. 
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STAMFORD, CONN,., U.S.A. 
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[ STANLEY | 
HANGERS 












BUILT TO TRAVEL 
10 MILES A YEAR 








BALL AND ROLLER BEARINGS 


Barn doors in average use travel more than 
ten miles a year. Ball and roller bearings in 
Stanley Hangers are made to travel miles; to 
keep doors rolling smoothly and quietly as 
long as the building stands. 


TRACK ---STRAIGHT AS A DIE 


Every piece of Stanley Sliding Door Track is 
uniform because mammoth precision dies 
form it as straight and true as the die itself. 
Stanley ‘“‘Hold-Fast’”’ Track Clamps bring 
together the ends of these uniform sections so 
they exactly meet; make an unbroken track, 
any length. Hangers are made with both 
lateral and vertical adjustment. 


STOCK ONLY THREE SIZES 


Three sizes give you the equipment for any 
sliding door up to 1000 Ibs. See these and other 
Stanley Track and Hangers described in cata- 
log 38. The Stanley Works, New Britain, Conn. 





HARDWARE FOR CAREFREE DOORS 
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* ne Te put a complete jnper Bag 


Pa r -Pak TAPPER BAG 


WADE BY THE WARUFACTURERS OF WAL A TTE 


y, 
i 
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iy? Ne 
i = © ee foot square—Free 
4 \> SPACE REQUIRED .. 3 Giesing Hand 





NUMBER OF BAGS 3 doz. (1 doz. each size) 


Ee ae 3 (14, 16 and 18 inch) 
Rubber lined duck 

MATERIALS ........ 3 S Walrus grain Parhyde 
| Bedford Cord Suede 


RETAIL RANGES ... 3 ($1.00, $1.49, $1.95) 


Every man, woman or child who comes into your store 
is a prospect. You can sell these bags to bankers for 
golf, to shop girls for bathing, to children for picnics, 
to mothers for babies, to workmen for lunch, to athletes 
for uniforms, to sailors for shore-leave—in short, you 
can sell them to everybody for everything. 


a 


Please send us your “Big 3” Special consisting of the 
free display stand and the following sport bags: 


J 








Retail Cost 
& R E E Size each doz. Material Colors 
“ A 12 MONTHS’ 1 doz. 14” $1.00 $7.50 [J Canvas OC) Brown -L) Blue 0 Beige 


SALES BOOSTER | Cet sae Se naw 

This all-steel display stand which is offered | 

gratis with an order for 3 dozen bags is your 

answer to zipper bag sales. It takes up a mini- | 

mum of space on floor or counter; it begs the | 1 doz. | 18” | $1.95 | $15.00 [Canvas O Brown COBlue (Beige 

customer to buy a sport bag; it makes it easy | 2 i : —, a ite 
| 





1 doz 16” $1.49 $10.80 C) Canvas OC) Brown UL Blue 0 Beige 
0) Parhyde () Black UO) Brown 
OD Suede O) Brown [Tan 0 Grey 





for him to make his selection; it keeps your 
stock looking spick-and-span; but most impor- 
tant, it makes sales and profits. 








Reorders: Bags may be reordered as 
follows: 14’ size in units of 1 doz.; 16” 
| or 18” bags in 2 doz. units. 














3 doz. $53.28 $33.30 








Send us your order today 
Make your own choice of materials 
and colors Eee eo ORR Pe 


CORP.—TRENTON, NEW JERSEY 
NUFACTURER OF SPORT BAGS 





ATLANTIC PRODUCTS 
WORLD’S LARGEST M 
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| we IT ro BE oi NOW 


Winter always comes—and ahead of it comes the usual demand 
for Florence Oil-burning Heaters. Wise dealers are already plan- 
ning to give this dependable line a big play. It offers just what 
their trade wants, with plenty of help to put it across. 

Florence designs, finishes and built-in quality mean extra value 
in a wide range of heating capacities. There are vented Circulat- 
ing and Radiant Heaters with sleeve type or pot type burners; 


ows! 





these Sh 


‘ t— 
Furniture * ay 16 






Chicago: Summe* 














ul 
ia, ROO non-vented Cabinet Heaters with wickless kerosene burners; 
Hotel Penes} fdsummer Market Range Oil Burners for kitchen stoves; and a new Dual Oven 
High Point, N.C: ew he Bldg. Combination Oil and Gas Range a 
Southern Furniture EXP Write for catalog, and details on the Florence Budget Plan of 
ou 






financing time sales. Lay your fall plans now—along the Florence 
Line! 


gth Floor. 






FLORENCE STOVE COMPANY 
General Offices and Plant, Gardner, Mass.; 
Western Offices and Plant, Kankakee, IIL; 
Sales O ffices: Merchandise Mart, Chicago; New 
York, Boston, Atlanta, Dallas & San Francisco. 





6 HARDWARE AGE 





—~ SS Cd 























- BATTERY D 
“AUTOMATIC TUNING 


LY SUPERIOR 


MBTOMATIC 4 








Men 
Every new and modern feature —a 
Line with sensational sales and 
profit possibilities offered at 
’ n. ppt + ag 
PRICES THAT SELL! 
; a 358 i aa eet ! ua | 






‘ ae. > 
SAG aa OF WT ai Ties ie he 
* 


- MAIL THIS COUPON 
'"SENTINEL RADIO CORPORATION =~=—C<~;«;73;3C ; SRPSCé<C 


Dept. HA, 2222 Diversey Parkway, Chicago 
Please rush me complete information on 
— Sentinel AC Line——Sentinel Battery Line 


Name 
Address 


NO QUOTAS, NO HIGH PRESSURE, NO DUMPING 
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Bristle or brass 
wire brush with 


twisted steel core, 
, brass shank and 
tip. 


No. 248 
$141B BRASS 
RIFLE CLEANING 
ROD. 22 to 50 





$250 U. S. GOV- 
ERNMENT CLEAN- 
ER. Bristle Brush 
with detachable 
cord and weight; 
separate slotted 
wiper. 22 to 50 
eal. 

$248 SHOT GUN 
CLEANING BRUSH 











cal, 


#246 RIFLE 
CLEANING BRUSH. 
Bristle or brass 
wire brush. 22 to 
50 cal. 


Ne. 141B ? 7 
ST on ee =p ber 
WATER OVER THE DAM 
Every gun you sell can be a source of profitable gun cleaning implement 
business ... or “water over the dam.” You can make MORE MONEY on 
ioe ie your present gun sales by stocking and pushing the UNION HARD- 





iia aia WARE Line of Gun Cleaning Implements. Don’t overlook this natural 
t , ° 


UINE TOMLIN. | tie-up! Don’t neglect this golden opportunity to CASH IN on “easy-to- 
SUN chee | get” sales! Don’t permit your gun business to be “water over the dam!” 
ER. 8 '°,70 | Every gun user knows that good cleaning equipment is as essential to 
za. accurate shooting as good firearms and ammunition. All gun users 


know the UNION HARDWARE name... know that products bearing 
this name are built right and are guaranteed to give plus service. Ask 

your jobber TODAY about UNION HARDWARE Gun Cleaning Im- 

plements, Game Calls and equipment for loading shot gun shells. 


eS aa 
No. 95 SHOT GUN 
CLEANING ROD 


AND IMPLE- 
MENTS. Birch 
wood rod with 


brass trimmings; *& 
red wool swab, 

steel wire brush 

and wiper. 


Write for latest catalog to UNION HARDWARE COMPANY e@ TORRINGTON, CONNECTICUT 
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Look over the roof-tops of America for your share of an ever-growing 


market—and don’t overlook your added source of profits from 


J&L STEEL ROOFING and SIDING 








Tas A ek 


ee. 


LEN REE EES RT HC 


There’s a pronounced swing toward the use 
of steel—J & L Steel—for roofing and siding 
purposes. Plant owners, farmers, home owners 
and industrial buyers all over the country 
have discovered that this quality roofing 
stands up better under all kinds of weather 
and atmospheric conditions, and gives longer, 
trouble-free service. Check these important 
advantages of J & L Roofing and Siding, for 
these are the features your customers expect 
and demand in the steel they buy. These are 
the features that help you sell more Jones & 
Laughlin Steel Roofing and Siding, and help 
to increase your profits. 

They offer buyers safety and lasting 
protection. They are fire-proof, water-tight, 
lightning- proof, and counteract many forms 
of corrosion. 

You can tell customers that J & L Roofing 
and Siding are low in cost. Because of their 
durability and superior resistance to the effects 
of time and the elements, you can assure your 
customers that repairs and replacements are 


cut to a minimum. 


You can sell J & L Steel Roofing and Siding 
on the basis of long life. They are strong, 
durable, and unusually resistant to rust and 
éther forms of deterioration. They give 
buyers long years of service without costly 
maintenance. 

You can sell J & L Roofing on the basis of 
easy adaptability and workability. 

It can be used for a multitude of purposes 
—on all kinds of buildings, for any shape of 
roof. It is suitable for all climates, and is 
easily installed under all sorts of working 
conditions. 

See to it that buyers replace those rusty, 
leaky, danger-inviting roofs with J & L Steel 
Roofing. And don’t overlook the tremendous 
possibilities in new building construction and 
activity going on all around you. Stock and 
feature J & L Roofing and Siding —the steel 
that stands up under the most severe weather 
and industrial conditions, and gives maximum 
safety. 

J & L Roofing and Siding are also available 
in copper bearing steel. 


JONES & LAUGHLIN STEEL CORPORATION 


AMERICAN IRON ANO STEEL WORKS 
PITTSBURGH. PENNSYLVANIA 


MAKERS OF HIGH QUALITY IRON AND STEEL PRODUCTS SINCE 1850 


TEE 


JaL—ALWAYS MAKING FINER CARBON STEELS FOR NEW AND BETTER USES 











“Ive hada 


MYERS UNLOADER 

for 37 YEARS and 

It's Never Failed 
Me Yet © 






Over the entire country—on farms, here, there SSS 
and everywhere, the uninterrupted service records 

(some of them “almost unbelievable) of Myers Un- TY uves 5S eS 
loaders over long periods of years have thoroughly pis ett j FIG. 2936 
established them among farmers who devote acreage ~~ ey 

to hay, grain or similar crops. 






























As ever, hay remains one of the nation’s most important farm crops, 
and prospects for another fine crop this year are most favorable. inal 
harvest only a few weeks away, the heavy demand for Myers Hay Un- 
loading Tools is just ahead. Dealers who are ready with a complete £ * 
line of Myers Unloaders, Forks, Slings, Pulleys, Tracks and Fixtures ZB 
will cash in again when the hay and grain start to move from the 
fields to the barns or feed lots. 


Anticipate! Place your orders with us now and be prepared 
to promptly serve your trade. Write or wire. 


m F.E.MYERS & BRO.¢s9. 


ASHLAND, OHIO. 
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SENIOR ASSORTMENT 


@ 208 Wall Transfers (8 each of 26 different 
designs) with FREE COUNTER DISPLAY 
consisting of a beautiful loose leaf book of 
actual transfers mounted on the front of a 
large electrically lighted display above an 
electrically lighted plaston panel. One of the 
most attractive sales displays we've seen! In 
back is an indexed stock file of individually 
glassined transfers. 


JUNIOR ASSORTMENT 


@ 104 Wall Transfers (4 each of 26 different 
designs) with FREE All-Metal Counter Dis- 
play and Stock Container, on the front of 
which is mounted on a ring binder a com- 
plete book of these actual transfers. Indexed 
stock file, in back. 


TRIAL ASSORTMENT 


@ 52 Wall Transfers (2 each of 26 different 
designs) with FREE easel back Display Card 
showing in actual colors the entire line of 
Wall Transfers, together with an Indexed 
Stock Box. 


FAST SALES, TOO, ON 





Kleen-A-Paint. SHEFFIELD Three Star Floor Cleaner. SHEFFIELD Crack Filler. 
SHEFFIELD Iron Enamel. SHEFFIELD Bronze Powders. SHEFFIELD Woodfix. 


EASILY APPLIED 
“SIMPLY DIP IN WATER, AND SLIDE OFF” 


@ Now America’s leader in Transfers—in keeping pace with 
modern trends—announces a stunning line of gorgeously 
colorful wall decorations, so much the vogue in adding smart 
distinctive touches to recreation rooms, breakfast nooks, 
bathrooms, nurseries, kitchens—most anywhere. And a quick 
easy way of creating quick, profitable sales demand in every 
locality—through an arresting electrical display and stock- 
keeper (see illustration above). 

So great is the potential demand for these stunning wall 
transfers—and the Sheffield prestige in this field—that 
scores of orders were received by us, before we even began 
production on them. Five attractive sets—Juvenile Set, 
Marine Set, Bath Room Set, Kitchen Set and Floral Set— 
26 separate designs in all. Available in Senior, Junior and 
Trial Assortments—at prices that mean quick turnover and 
r-e-a-] profits. Sales begin the moment you put them before 
your customers—so don’t delay—get in touch with your 
jobber at once. 

Jobbers: Wire, write or phone immediately for discounts 


and full details. 





—SHEFFIELD Aluminum Paint, Paste, Powder. SHEFFIELD Oil Colors. SHEFFIELD 


SHEFFIELD Kleen-A-Brush. 


Che Sheffield Bronze Powders Stencila. 


Cleveland, Ohio 
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FOR CUSTOMERS 


Who want quality Rifles and Shotguns 
AT THE LOWEST PRICES 


Springfield Brand Rifles and 


Shotguns are the products of 


generations of experience. 
These arms are dependable, 
serviceable, durable. You can 
sell them with full confi- 
dence that they’ll serve cus- 


tomers well. 


The Springfield Line en/arges 
your market for sporting 
arms. It attracts casual shoot- 
ers, farmers, youths... many 
new customers to whom you 


can feature price. 


Ask your jobber for prices. 





No. 
No. 
No. 
No. 


No. 


No. 
No. 
No. 
No. 
No. 





HERE IS THE 
COMPLETE LINE OF SPRINGFIELD MODELS 
SHOTGUNS 


94—Single Barrel 
311—Double Barrel 
39—.410 Bore Bolt Action Tubular Repeater 


37 and, No. 38—.410 Bore Single Shot and Clip Magazine 


Bolt Action 
237 and No. 238—20 Ga. Single Shot and Clip Magazine 
Bolt Action 


.22 RIFLES—-BOLT ACTION 
15—Single Shot 
83 and No. 083—Single Shot 
84 and No. 084—5-Shot Clip Magazine Repeater 
86 and No. 086—Tubular Magazine Repeater 
87 and No. 087—Automatic 


Manufactured by 


SPRINGFIELD 4 SHOTGUNS | 


J. STEVENS ARMS COMPANY Division of SAVAGE ARMS CORPORATION 
CHICOPEE FALLS, MASS., U.S. A 
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HARDWARE DEALERS! 








, 
DONT BUYANY ADDING MACHINE 
UNTIL YOU SEE THE NEW 
REMINGTON RAND 


‘ 








11 BIG-MACHINE FEATURES 


1 Weighs under 11 7 Automatic total symbol. 
pounds. 


ic handl - 
2 Takes up less space than + See a 


a letterhead. _— sh 
3 Simple 10-key key- 9 Non-glare black finis 

oan | , . . . non-skid rubber 
4 Totals to $9,999.99... fee 

lists 5 columns. 10 Automatic ribbon re- 
5 Handy correction key. verse. 
6 Complete visibility... 11 Fully guaranteed by 


large readable type. Remington Rand Inc. 





OK: i74 from Remington Rand 
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ONLY *5 DOWN 


Try this new adding machine at our ex 
pense. Use it 7 days free. See for yourself 
how many ways it speeds up daily figure 
work—inventory, sales figures, customer’s 
accounts, tax reports. It’s the lightest, 
handiest portable listing adding machine 
ever built . . . less than 11 pounds... 
$9,999.99 capacity .. . simple 10-key key- 
board . . . automatic ribbon reverse .. . 
correction key and other great features you 
wouldn’t expect to find in a machine priced 
so low... only $57.50 cash! Terms—pay as 
little as $5 down, balance monthly. 


Don’t wait—phone the nearest Remington 
Rand office or your dealer today, or mail 


the coupon. . 









8 
H Remington Rand Inc., Dept. 863-A a 
§ 465 Washington Street, Buffalo, N. Y. sd 
a “ eee H 
a Without obligation, please send me complete 8 
4 facts on the new Remington Rand Adding Ma- } 
s chine and details of 7-day free trial offer. 7 
1 r) 
: Name .. BBY te ER Se ; 
z 5 
IN 2 5 0oin et, hv 0.2 5 a SER a nears aM aleaaarale aiaae a 
‘ a 
5 City .. ee ee 4 
leeeeeeeeeeeee sees ee eeeesesseseseenn! 
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CusToMER 


When this man steps up to a counter, 
things start moving. In his pocket are 
signed contracts—to paint a new house 
inside and out—to do over the interior 
walls of a school building. So naturally 
his order for paint supplies runs into 
money. 

What's the first item on his list? Nine 
times out of ten the answer is—white- 
lead. The store that sells him his white- 
lead sells him everything else he needs. 

Are you getting your full share of this 
profitable business? If not, here’s an idea. 

Stock and push Dutch Boy White-Lead 
—the first choice of painting contrac- 
tors for many years—the item that at- 
tracts the volume buyers. 

Selling Suggestion 

One sure-fire method for attracting 
the painting contractor’s business 
is a Dutch Boy Department. Stage 
a get-together of your Dutch Boy 
products and line them up in a 
BUY THIS—> DUTCH BOY good position on your shelves. 

That tells contracting painters 
... they also ALL-PURPOSE how well-equipped you are to 
buy these SOFT PASTE j serve them. It’s an idea that has 


paid out in store after store. 
HITE LEAD 
4 — 


See DUTCH BOY 


PAINTERS’ PRODUCTS 


NATIONAL LEAD COMPANY 


111 Broadway, New York; 116 Oak St., Buffalo; 900 West 18th 
St., Chicago; 659 Freeman Ave., Cincinnati; 1213 West Third 
St., Cleveland; 722 Chestnut St., St. Louis; 2240 24th St., San 
Francisco; National-Boston Lead Co., 800 Albany St., Boston; 
National Lead & Oil Co. of Penna., 316 Fourth Ave., Pittsburgh ; 
John T. Lewis & Bros. Co., Widener Bldg., Philadelphia. 





WHERE PAINTING CONTRACTORS 
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E THAN 300,000 HOMES Tl 
VILT UNDER NEW ms PLAN 


have been made that | priced home, the — amended {| The FHA program under the | 
, ye contemplates he total | ami law deals ates sen 
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projects and mozigages _ 














a 


Every carpenter, mechanic, 
mason and painter will buy 


MORE ABRASIVE PRODUCTS 


' Estimates are that at least 300,000 new homes 
\ will be built in 1938 under the amended Federal 
\ Housing Administration plan. 
ra This tremendous building spurt is bound to 
! create a big demand for abrasive products. Car- 
penters and mechanics will need sharpening 
stones and grinding wheels. Masons will need 
rubbing bricks. Painters and Floor Contractors 
will need coated abrasives. 


Be ready for increased demand 


for abrasive products 


Display Carborundum Brand Abrasive Products 
right now! Tie up ‘your tool sales with abra- 
sive products and make an easy extra profit. 
Carborundum gives you attractive, money- 
making displays that help you sell. 

Order from your jobber, and ‘arrange to set up 
a Carborundum display this week. 


CARBORUNDUM 


ABRASIVE -S3™ PRODUCTS 
ae t 





7 ed : 
a ea Bi 








THE CARBORUNODUM COMPANY, NIAGARA FALLS, N. Y. 


REG. U.S. PAT. OFF. 
Sales Offices and Warehouses in New York, Chicago, Philadelphia, Detroit, Cleveland, Boston, Pittsburgh, Cincinnati, Grand Rapids 
(Carborundum is a registered trade-mark of The Carborundum Company) 
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excLusivEe AMICO rearures 


Nowadays, it takes Exclusive Features, and plenty make this Manila 


of them, to keep merchandise on the move. Nothing 

can take their place in modern hardware store mer- R. = v/ i 
chandising. And no rope gives you quite the Exclu- ope easier fo Sse 
sive Features that go with AMCO All- Weather 

Manila Rope. Here they are: 


Original water-proofed and rot-proofed process 
Complete protective penetration 

Costs no more than ordinary rope 

Retains its great tensile strength 

Lasts longer, stays stronger, saves money 


These are the features your customers want. This is 
the story to tell them to sell them. For quick easy 
sales, stock All-Weather AMCO, the hard wear rope 


for hardware stores. 


Write For A Sample See American First” 


Western Factory Branch: St. Louis Cordage Mills, St. Louis, Mo. 
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IF IT’S A “WOOD” ~IT‘S GOOD! 


SHOVEL MAKERS FOR THE WORLD 


bee 


SCOOPS 





@ The “swing” that we’re talking about is not the 
kind that blasts forth from the orchestra platform. 
It’s the “swing” of Wood’s Closed-Back Shovels 
on the job... making the dirt fly in backyards, 
in gardens, along the highways, and any place 
else where there’s digging to be done or mate- 


And the reason so many people are swinging to 
Wood’s is that Wood’s are easier to swing! The 
special-process Closed-Back makes them lighter 
and stronger... gives them a better “heft” and 
“feel”. ..does away with strap welds that pull 
loose, and hollow backs that clog up. It makes 
Wood's Closed-Back Shovel the “King of Swing” 
—and shovel users know it! 


You can get into the swing of things by stocking 
up on Wood’s Closed-Back Shovels today. No 
“Closed -Back’’—stronger, lighter; easier need fo lay in a lot of different types—plain back, 
solid shank, hollow back, strap weld—because 
Wood's Closed-Back combines all the good fea- 
Tapered Socket—better grip, better tures of each... and none of the bad. See your 
jobber about them today, or write us for our 
latest catalog. The Wood Shovel and Tool Com- 
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Informal Editorial Comments 





SPORT GOODS TAX:- 


The 10 per cent excise tax on 
sporting goods has been repealed 
by the new tax law. This went 
into effect May 28 without the 
signature of President Roosevelt, 
and becomes effective after June 
30. For the fiscal year ended 
June 30, 1937, the revenue from 
this tax amounted to $6,801,- 
661.46. This is a large sum of 
tax money and gives one an idea 
of the tremendous volume of tax- 
able sporting, goods sold despite 
the levy by the government. With 
the tax removed it is fair to an- 
ticipate a marked increase in the 
sale of sport goods. If hardware 
dealers and other distributors of 
such merchandise feature the tax- 
free angle, starting July 1, it is 
possible to divert much of the 
former levy into direct purchases 
of desired equipment. This new 
revenue law lifts the 10 per cent 
tax from a very wide variety of 
sport items, covering practically 
everything normally found in the 
hardware store sports department. 


CO-OPS GROWING :— 


Consumer cooperatives of eleven 
eastern states recently held a con- 
vention attracting 279 representa- 
tives of the 178 co-op units in this 
area. A press release from this 
gathering claims: that, in these 
states alone, co-op store member- 
ship has tripled in one year; that 
gross wholesale business to these 
co-op units increased 86 per cent 
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fur 1937 over 1936 and that the 
current year shows an added im- 
provement of 46 per cent over 
1937. Prior reports from other 
sections of the country show simi- 
lar and even greater growth of 
the cooperative movement. This 
rapid progress may develop into 
a worse competitive factor than 
chain stores, mail order houses, 
and department stores. At least, 
these last three competitors do 
seek an ultimate and direct profit 
from their distribution activities 
and are not being fostered and 
coddled by public _ officials, 
churches, etc. Churches enjoy tax- 
exemption and whenever a fair, 
bazaar or advertising program is 
under way tax-paying independent 
retailers are expected to “kick in.” 
If churches are going to continue 
to help develop the Consumer Co- 
operative movement, and this re- 
fers to all sects and creeds, hard- 
ware and other merchants should 
start a little opposition propa- 
ganda among local preachers, 
priests and rabbis and among 
church boards that are increasing- 
ly prominent in the co-op move- 
ment. Seekers of public offices who 
promote or favor the co-op move- 
ment should be opposed vigorous- 
ly by dealers and should be de- 





feated wherever possible. It won't 
do any good to pass resolutions or 
bemoan the growth of co-ops. 
Some action from independent re- 
tailers and the interests serving 
them is seriously needed, and is 
needed very promptly. 


MANUFACTURERS :— 


The Consumer Cooperative 
movement could not have made 
its admitted rapid growth unless 
many manufacturers willingly sold 
them merchandise. So far hard- 
ware store lines are a relatively 
small part of the co-op picture, 
but ample evidence suggests that 
more hardware store items are be- 
ing added. When producers sup- 
ply goods to the co-ops they not 
only injure immediately the sale 
of their goods through tax-paying, 
independent retail stores operating 
for a profit but also, in the long 
run, may encourage their own 
downfall. The consumer-coopera- 
tive movement does not stop with 
retailing. Elaborate wholesale set- 
ups have been established in all 
lines sold through such channels. 
And in an increasing number of 
volume lines production units have 
been and are being added—all on 
the cooperative plan. Volume- 
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Sell AMERICAN 


_ when you sell Chains 






That is the easier way to sell more chain— 
‘‘Sell American.”’ 

It is not a new idea, either, to make a dis- 
play of chains with the ACCO 38 SALES- 
MAKER as the center piece... But it is 
one of thé best things to do, because it 
works—actually does sell more to chain 
customers and sells chain to folks who come 
in for other things... . 

Don’t forget: The man who buys screens, 
lawn mower, hose or hinges may be ready 
for Acco Tenso Porch Swing Chains. He may 
need Acco Kennel or Dog Runner Chain. 


no. 38 
AMERICAN CHAIN 
SALES- MAKER , - 
Your display may prompt him to buy any- 


thing from sash chain to Weed Bull Farm 
Tractor. chains. 


Every community knows Acco and 
Weed—names backed by a generation 


of advertising—chains with friends 


everywhere. To display and recom- "So bring.the ACCO 38 SALES-MAKER 
mend those that are timely is to be in up front. Spotlight it. If you hav@m’t got one 
line for added profit. of these money Makers, make it & point to 


ask your wholesaler Hew you can get one. 


/» AMERICAN CHAIN DIVISION 
, AMERICAN CHAIN & CABLE COMPANY, INC. 
MW BRIDGEPORT, CONNECTICUT 


AMERICAN i:cc.-CHAIN 
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hungry producers, in these and 
. other lines, will do well to weigh 
thoughtfully the long pull effect of 
suppying consumer cooperatives 
with goods to be sold without 
profit in competition with estab- 
lished legitimate distribution chan- 
nels. By protecting their existing 
wholesale and retail outlets they 
may likewise be protecting their 
own future security. 


DON'T DO IT:- 


No sane hardware merchant 
would ever provoke or pursue a 
religious argument with a custom- 
er of a different religious persua- 
sion. Such would be in extremely 
poor taste and destructive of busi- 
ness relations. Among those whose 
contact is directly with the public 
it is an unwritten law that in the 
store or behind the counter re- 
ligious topics are taboo. They are 
irrelevant, waste good selling time 
and develop nothing but ill will. 
Also, every good merchant knows 
that political discussions between 
customer and merchant are equal- 
ly futile and in almost as bad 
taste. Today, in this country, par- 
tisan politics have become deep- 
seated in feeling and explosive in 
argument, and it is a subject to 
be generally avoided during busi- 
ness hours. Perhaps this should 
not be, but it is so. The old 
friendly “razzing” rivalry between 
the Republicans and Democrats of 
old no longer exists. The divisions 
today are based on widely diver- 
gent social-economic beliefs with 
an increased threat of greater 
class hatred than was ever before 
known or experienced in this coun- 
try. The appeal to class hatred 
has been vicious, fanning the 
flames of discontent that are in- 
evitably present in our competitive 
scheme of things. The obvious re- 
sult has been a bitterness that has 
separated friends and divided fam- 
ilies. This has made the very 
proper discussion of political, la- 
bor and social theories a delicate 
matter to be avoided in the store 
as one would refrain from a con- 
troversy on religious beliefs. Po- 
litical affiliations are not always a 
good index for either buying pow- 
er or credit status. And a good 
rule for retailers to follow is 
“Don’t argue religion or politics 
with customers.” Use your talents 
and opportunity to increase your 
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business, give vent to your po- 
litical and social theories outside 
of your store. 


OUTSIDE ACTIVITY :— 


Aside from the possiblé loss of 
business, there is a futility about 
heated arguments that start with 
a casual comment on politics or 
economics while making a sale. 
People are not converted that 
way nor on such occasions. There 
are ample opportunities, other than 
business hours, for engaging in 
politics and discussions of the 
relative merits of competing office 
seekers and party platforms. As 
a business man, taxpayer and vot- 
ing citizen, it is your duty to have 
a greater interest in party plat- 
forms and the qualifications of 
those who seek public office. It is 
increasingly your duty to help 
elect the right men on the right 
platform and to actively endeavor 
to have those in office follow eco- 
nomic and equitable policies. But 
don’t try to do it over the sales 
counter. Make it definitely an 
“outside activity,” not to be con- 
fused with your function as a 
merchant. 


MANY EXAMPLES:— 


In my travels and in my mail 
are many examples of lost good- 
will and patronage—lost because 
of hard feelings developed through 
casual political or economic opin- 
ions offered gratuitously to a cus- 
tomer of diametrically opposed 
views. Such discussions start in- 
nocently enough, often as mere 
pleasantries (this editorial is in- 
spired by one which recently came 
to my attention—the customer fin- 
ally walked out of the store, his 
purchase on the counter and un- 
paid for), but if either party hap- 
pens to be.a little rabid on the 
subject a heated argument devel- 
ops and very easily someone is 
insulted. You cannot normally 
insult and then continue to sell 
the same man. If the customer 
leads off with a comment of such 
a nature it is often difficult to 
avoid the discussion, particularly 
if his views differ from your own, 
and you think you have a bullet- 
proof comeback. Few of us can 
disagree gently or skilfully enough 
to keep the discussion within rea- 
sonable bounds and so such sit- 
uations must be avoided and the 








subject changed. In today’s busi- 
ness situation, hardware dealers 
need every minute of obtainable 
customer contact for selling efforts 
and cannot afford to dissipate 
their energies or their time—aside 
from the danger of such argu- 
ments. There can be no general 
rule for avoiding such situations 
in retail hardware stores and much 
of the problem necessarily must 
be handled on a “catch-as-catch- 
can” basis. Nevertheless it can be 
done if you are earnest enough in 
your selling attitude. Your prof- 
its come only from sales that are 
made and do not come from argu- 
ments won or lost. 


MINNESOTA LAW:- 


The progress of fair-trade legis- 
lation suffered a set-back in a re- 
cent Minnesota court decision. 
Section two of that State’s Fair 
Trade Practices Law of 1937 was 
declared unconstitutional by a 
U. S. District Court. This clause 
prohibited retailers from selling 
goods at less than 10 per cent 
above cost. The ruling came as a 
victory for the A & P chain to the 
dismay of the well-organized, in- 
dependent food dealers in that 
state. Pro-chain store supporters 
and opponents of fair-trade legis- 
lation have taken unwarranted 
and very outspoken comfort 
from this chain store victory. 
They have freely boasted of fur- 
ther inroads to be made on fair 
trade legislation in all of the 43 
states having such laws. There is 
no reason for independent mer- 
chants *to be alarmed at this 
situation. Minnesota independent 
dealers, in practically all retail 
fields, are well organized and have 
enjoyed an enviable cooperative 
progress in connection with legis- 
lative requirements. In the litiga- 
tion that led to this particular de- 
cision, hardware and other asso- 
ciations jointly fought chain store 
interests and can be depended 
upon to continue the fight to pro- 
tect and maintain the remainder 
of Minnesota’s fair trade law. As 
in all drastic and entirely new leg- 
islative programs there are bound 
to be weaknesses or loopholes in 
current fair trade measures. As 
these appear they can be corrected 
even though temporarily such set- 
backs seem to be pro-chain vic- 
tories. 
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By ADON H. BROWNELL 


Chapter 29—Intermediate Course 


Shutter and Screen Hardware 


r YHE subject of shutter or 
blind hardware is closely 
identified with that of win- 

dow hardware. In some sections 

of the country they are known as 

“shutters” while in other sections 

they are known as “blinds.” The 

term “shutter” will be used 
throughout this chapter. 
During the early days of this 
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Fig. 1—Shutter 
turnbuckle 
(or dog). 
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Fig. 2—Lull & Porter shutter 
hinge and catch. 


Fig. 3—Offset 
shutter hinge 
strap. 








country shutters were used pri- 
marily for keeping out the winter 
weather and, incidentally, for the 
purpose of obtaining added secu- 
rity. This was particularly the case 
with colonial homes. At the pres- 
ent time, with weather-stripped 
windows and the danger of intru- 
sion having been reduced to a 
minimum, shutters are used large- 
ly for ornamental purposes or for 
excluding the sun’s rays in hot 
weather. 

The problem of shutter hard- 
ware, however, is one that con- 
tinues to demand the attention of 
builders’ hardware men. Occasion- 
ally shutters are screwed directly 
to the walls so that they can never 
be closed. Such shutters are used 
only for ornamental purposes. In 
such cases it is often customary to 
use shutter turnbuckles (or dogs) 
such as are shown in Fig. 1—pri- 
marily for the purpose of orna- 
ment. Most architects, however, 
detail them to operate. This being 
the case, we will first consider 
hanging them so that they will 
open and close. 

The problem of hinging on 





Fig. 4—Straight 
shutter hinge 
strap. 
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Fig. 5—Shutter hinge. 


Fig. 6—Shutter 
hinge for 
recessed 
windows. 





frame houses when the frame and 
the shutter are flush is compara- 
tively simple. In our elementary 
course we showed the old-fash- 
ioned Lull & Porter shutter hinge 
which is used for such a condition. 

Lull & Porter shutter hinges—a 
cast iron hinge embodying a hold- 
back feature—have been used for 
a great many years. They are 
available not only for flush frame 
and shutter but for shutters that 
do not come flush with the frame 
but are recessed. 

In knowing what type to use 
you must first know the amount 
of recess from the shutter to the 
outside of the frame or, in case 
of brick, stone or stucco houses, 
to the outside of the wall of the 
house so that the shutters when 
open will lay flat against the wall. 
Here, your training gained from a 
previous chapter of the Intermedi- 
ate Course will stand you in good 
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Fig. 7—Complete 
shutter set. 





Fig. 9—Shutter worker. 


stead. Incidentally, you must also 
know the thickness of the shutter. 

Never have the shutters stand 
off away from the wall any more 
than is necessary. Fig. 2 shows 
a Lull & Porter shutter hinge made 
in several widths from 3 in. open 
to 6 in. open. Use the closest 
width that will permit the shutter 
to lay close against the outside 
wall of the house. All Lull & Por- 


ter shutter hinges come complete 





Fig. 10—Half surface 
screen hinge. 
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Fig. 8—Shutter bolt. 


Hinge Back catch 


in sets with little cast iron catches 
to hook the shutters closed at the 
sill. 

Often on colonial homes the 
shutters will be decorated with 
shutter hinge straps (see Fig. 3, 
an offset strap, or Fig. 4, a 
straight strap). 

To go into all the types of shut- 
ter hinges manufactured would re- 
sult in too long an article. Fig. 5 
shows a hinge used a great deal, 
often with screw pintles or, in the 
case of a brick wall, with drive 
pintles. 

Hinges of the type shown in Fig. 





Fig. 11—Rim screen door set. 


6 are used when shutters are re- 
cessed considerably and it is de- 
sired to throw the edge of the 
shutter back away from the win- 
dow frame. The amount of offset 
can be lengthened for especially 
wide window frames. In ordering 
hinges of this type it is always 
well to send the factory a full 
size detail showing exactly what 
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recess and offset are required so 
that the window opening may be 
entirely cleared. 

The Stanley Works, for ex- 
ample, make a number of shutter 
sets (they call them blind sets) 
with hinges, sill catches and back 
catches complete for wood and 
brick construction as shown in 
Fig. 7. 

In addition to the types of 
catches previously shown, shutter 
bolts such as are shown in Fig. 8, 
are sometimes used. They are 
decorative and fasten the shutters 
closed rigidly. 

Shutter dogs such as are shown 
in Fig. 1, or of similar type, are 
used to hold the shutters open so 
that they will not blow shut. They 
are made in many patterns. Many 
manufacturers make them with a 
spring back to keep the shutters 
from rattling in the wind. 

All the types described require 
the opening of the window and 
reaching out to close the shutters. 
Fig. 9 illustrates a shutter worker 
which is in itself a complete unit 
—hinge, holder and lock—which 
permits opening and closing the 
shutters from the room without 
opening the window at all. In or- 
dering this type of hardware it is 
doubly important that proper de- 
tails be furnished the factory 
which must furnish the shutter 
worker to suit- the conditions 
shown by the details. 

Next comes screen hardware. 
Although there is an increasing 
tendency for this hardware to be 
furnished with the screens them- 
selves, we should give it some 
thought in our present course. 





Fig. 12—Mortise screen door set. 


Fig. 13—Air screen door closer. 











Fig. 14—Liquid screen 
door closer. 


Fig. 15— 
Screen 
hanger. 





First, there are the screen doors. 
Regular butt hinges or spring 
hinges, such as we see in Fig. 10, 
either full surface, half surface or 
mortise, are generally used. These 
spring hinges are made all the way 
from the cheapest cast iron and 
wrought steel to hinges of brass 
and bronze metal. Screen doors 
usually open out and it will pay 
to use brass or bronze metal hard- 
ware. 

Where lock sets are required 
either rim sets, Fig. 11, or mortise 
sets, Fig. 12, are quite commonly 
used. There are a number of other 
types of screen door sets as most 
of you know. 

There are many types of screen 
door closers manufactured for 
screen doors hung on. butt hinges. 
Fig. 13 is an air closer and Fig. 14 
a liquid screen door closer. Profit- 
able “plus” business can be se- 
cured by selling a screen doo: 


Fig. 16— 
Screen 
hanger. 
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Fig.. 17—Screen fastener. ’ 
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closer with the rest of the screen 
door hardware. Do not overlook 
screen door braces or screen door 
guards. This is all “plus” busi- 
ness that you want. 

There are several types of hang- 
ers for the window screens that 
are quite popular, such as are 
shown in Fig. 15 and Fig. 16. 
They are often fastened shut with 
screen fasteners similar to Fig. 17 
but the common hook and eye is 
used more frequently. If your 
customer uses hooks and eyes at 
least sell him brass ones. 

The subject of storm sash hard- 
ware is closely identified with shut- 
ter and screen hardware. For 
storm or combination (screen and 
storm) doors use the same hard- 
ware suggested for screen doors, 
although on the storm sash you 
may want to use heavier hangers, 
such as are shown in Fig. 18. 
With these you will, of course, 
want to sell fasteners (Fig. 19) 
which will take care of holding 
the windows open for ventilation 
on warmer days and will also lock 
them shut. 

As I have been impressed with 
the limitations of such a course 
as I am writing, so am I particu- 
larly impressed with the limita- 
tions of space on such an impor- 
tant chapter as this one. 





Fig. 18— 
Storm 


hanger. 








Ende 


WHEN USED ON STORM SASH 
— k 


Fig. 19—Storm sash adjuster. 


All that I can hope to do is to 
outline your course of study. Take 
this subject of shutters, screen and 
storm sash hardware only as an 
outline. Then get your manufac- 
turers’ catalogs and find out all 
the other items they make for 
these uses. 

In our next chapter we will take 
up the miscellaneous items for the 
residence which have not yet been 
discussed. 


Defends List and Discounts Pricing Systems 


Santa Rosa, N. M.:—In a re- 
cent issue of HARDWARE AGE ap- 
peared a letter in which a writer 
criticized the method of pricing 
various hardware items such as 
pipe and fittings, bolts, etc., and 
he took the ground that the prac- 
tice of quoting on a list subject 
to varying discounts was confus- 
ing. 

It must be kept in mind that 
such and some similar items are 
handled primarily on what is 
known as a standard list, used 
by all manufacturers and jobbers, 
and is a very convenient way of 
arriving at values. 

So long as items of this sort 
are not priced for the ultimate 
consumer but to the jobber or in 
turn to the retailer, the matter of 
discounts from the list is gov- 


erned, naturally, manufacturer to 
jobber, and then from jobber to 
retailer. 

As items of steel and iron have 
to bear quite a considerable 
freight rate, and in many cases do 
not admit of carload buying, it 
is plain to see that any set stand- 
ard of discounts can hardly apply. 

The mail order houses-do quote 
flat prices on items like the above, 
but it is to be presumed that re- 
tailers are well enough posted in 
the game so that they can buy 
on the list subject to discounts 
and figure out their selling prices. 

In fact, it looks as though, 
without standard lists and dis- 
counts there would be endless 
confusion. 

Geo. H. Smiru, Jr. 
Smith Mercantile Co. 
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H. R. Anderson gets 
big paint profits 
from this corner 





Sells $3,000 Worth of Paint 
in a 30-Foot Space 


CCORDING to the experience 

A of the Anderson Hardware 

Company, Kerrville, Texas, 

it is not necessary to cater to paint 

contractors and large-order buy- 

ers in order to make a profit on 
paint. 

H. R. Anderson, owner of the 
firm, points out that he sells about 
$3,000 worth of paint a year by 
catering almost entirely to what 
he terms the “two-bit” trade— 
people who buy only a small can 
or two of paint at a time for odd 
jobs around the house. Much of 
this paint is sold to women, and 
the small department has con- 
tributed materially to store traffic. 

The Anderson paint department 
is located directly in the back of 
the store near a skylight and may 
be easily seen from the front door. 
It occupies a space only 9 ft. wide 
and about 30 sq. ft. in area. It 
contains four shelves having a 
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total height of considerably less 
than 4 ft. 

This paint department has 
shown decided improvement dur- 
ing the past few months, follow- 
ing Mr. Anderson’s new policy of 
handling one line exclusively. 

“Formerly the space was taken 
up by a lot of odds and ends,” 
said Mr. Anderson. “There was 
a lot of merchandise that people 
did not know anything about. 
The variety of lines resulted in 
the stock being short of some 
needed items and called for more 
investment than I thought was 
justified. 


The Anderson Hardware 
Company of Kerrville, 
Texas, finds there's 
big paint profits in 
the small-sized sale 


“Now I have only one line— 
one that is well-known to the pub- 
lic in general and to women in 
particylar. I limit the stock to 
cans of half-gallon size and less 
and carry the line complete in 
those smaller sizes. I can supply 
anything a customer wants now.” 

Mr. Anderson “makes no effort 
to compete with lumber yards and 
other builders’ supply houses on 
the sale of contract paints. He 
caters only to the small-order cus- 
tomer and especially to women 
who like to do a little furniture 
painting and touching-up around 
the house. 

“There’s more business of this 
type than you imagine,” he states. 
“once you get women started com- 
ing to the store for paints. Of 
course, there’s often a lot of time 
involved in selling a 10-cent or a 
quarter item, but it is justified, 

(Continued on page 80) 
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100 electrical refrigerators, 
400 washing machines, 
100 stoves and ranges, 


39 beer coolers and 


75 commercial refrigeration units. 


That's why they say “The Big 
Store on a Little Street”— 


View of Fred Salway’s 
store from a business 
street 
ing Exchange Place. 


Fred Salway, Batavia, N. Y., sold 
these major appliances last year: 


before enter- 































“Does a Whale of a Job : 


UTSIDE salesmen, regular 
QO newspaper advertising, and 
a large and attractive dis- 
play of oil, gas and electric major 


appliances are all part of the ag- 
gressive merchandising plan that 
sells dozens of these higher priced 
articles for the Fred Salway hard- 





The second floor display of major electrical, gas and oil appliances 
provides ample room for showing complete lines of stoves, ranges, 
refrigerators and commercial refrigeration. Like the main floor, this 
second floor room is well lighted and is finished in light colors. 


ware store of Batavia, N. Y. Last 
year Salway’s sold about 100 elec- 
trical refrigerators—mostly 5 and 
6-cubic foot models, 400 washing 
machines, mostly at $59.50, and 
100 stoves and ranges at prices 
ranging from $59.00 to $130.00. 
Salway’s also sold 39 beer coolers 
priced from $400.00 to $900.00 
as well as 75 commercial refrigera- 
tion units ranging from 4 to 
5-hp. 

Any retail hardware store could 
well be proud of such a volume 
but Salway’s has very good reason 
to be pleased. The store is located 
on Exchange Place, a street so nar- 
row that a stranger in town could 
easily pass by without noticing 
either the street or the store. In 
addition Batavia’s population is 
only 17,000 and the community is 
within an hour of Buffalo with its 
larger outlets. Despite this near- 
ness to the metropolis, Fred Sal- 
way, owner of the business, says 
that he does not consider Buffalo’s 
stores as his competitors. Mr. Sal- 
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way, who refers to his establish- 
ment as, “The Big Store on a 
Little Street” says, “People will 
come where you are if you treat 
them right. A good stock of fast- 
moving merchandise and plenty 
of advertising built my business. 
We will order for customers any 
hardware and allied lines that we 
do not carry in the store so that 
people come to us for lines we do 
not stock.” 

Salway’s domestic appliance 
outside salesmen are not author- 
ized to offer home demonstrations 
on major lines except in the case 
of radio sets. As a result many of 
the people the salesmen call on go 
to the store and see a wide variety 
of appliances and other merchan- 
dise that interests them and opens 
their pocketbooks. Careful note is 
made of those customers who come 
to the store to buy other lines and 
show even the most casual interest 
in major appliances. 

“When we see people looking 
at appliances,” says Mr. Salway, 


” 
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on Major Lines’ 


“we try to get their names and 
addresses and then send salesmen 
to see them. Women buy mer- 
chandise so much by appearance 
that they have to see what they 
are being offered before they de- 
cide to buy. People visiting the 
store are often so afraid they will 
be ‘sold’ in the store that you have 
to go and contact them in their 
homes on major appliances. 

“T used to finance all my own 
paper on refrigerator sales but no 
longer finance these sales unless 
I have to do so. We finance these 
sales through various groups. 
When we finance our own sales we 
accept notes and usually require 
a down payment of at least 10 per 
cent. We have had very few re- 
possessions because people do not 
want to be inconvenienced by the 
loss of appliances. All sales of 
gas, electric and coal ranges and 
stoves are financed by the store.” 

In addition to outside canvass- 
ing, newspaper advertising and 
the use of attractive store and win- 





These display units, made of 
wood, composition board and 
metal tubing, were construct- 
ed by the store staff and 
show both table and small 
appliances as well as re- 
frigerators and radio sets. 
They are finished in a light 
green shade. Additional dis- 
play space is obtained by 
the use of curved shelving 
in the corners of the room. 


dow displays, Salway’s makes 
anothet bid for sales of major ap- 
pliances and commercial refriger- 
ation by displaying and demon- 
strating those lines at the annual 
Genesee County Fair. The fair 
exhibits attract the attention of 
out-of-town people to Salway’s ap- 
pliance department and serve to 
remind those who already know 
that the store offers such lines to 
think of Salway’s when thinking 
of appliances. 

Three outside salesmen are em- 
ployed the year ’round for domes- 
tic appliances, one on domestic 
refrigeration, one on stoves and a 
third on washing machines. There 
is also another salesman who de- 
votes his entire time to selling beer 
coolers, commercial refrigeration 


(Continued on page 77) 














BEFORE the store 
was completely re- 
modeled the aisles 
were narrow and a 
great deal of the 
extra stock found a 
resting place on top 
of wall cases. 


ase to women also increased 
when the Central Hardware Co., 
Milwaukee, Wis., completely modern- 
ized its store. New fixtures and 


convenient arrangement now make 
shopping easy for the customers 


UCH of the merchandise 
offered by the neighbor- 
hood hardware store is 


now being purchased by women. 
and, this being the case, the pro- 
gressive hardware dealer should 
make his store attractive in order 
to appeal to the feminine patron. 
Arthur and George Frantz, pro- 
prietors of the Central Hardware 
Co., 1806 West Centre Ave., Mil- 
waukee, Wis., realized this fact 
and remodeled their store last 
year. Following the alterations 
sales increased 22 per cent over 
the volume enjoyed in 1936. In- 
cidentally, women find the re- 
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modeled establishment a more in- 
teresting and pleasant place in 
which to shop. 

George Frantz, in commenting 
on the changed appearance of the 
store, says, “Women like to come 
here more than they did before 
the changes were made. They 
comment on articles they have 
seen for the first time and say 
that they never knew we carried 
such lines. Women buy more 
gifts and prizes for their parties 
than they did formerly and we 
frequently hear them say, ‘How 
nice your store looks since it has 
been remodeled.’ ” 





The Frantzes carry both quality 
and competitively-priced lines and 
fully 50 per cent of the time they 
are able to sell the former by com- 
paring the quality of the different 
grades with emphasis on the fact 
that the quality item is a better 
buy. George Frantz says, “We ad- 
vertise our lower priced items, but 
when adults come to the store we 
always have something in a higher 
quality to compare with the lines 
we have advertised. If you have 
no competitive priced merchandise 
to compare with the quality lines 
you are bound to lose sales. 
About half the time we are able 
to sell the quality line. If young- 
sters are sent to buy a competitive- 
ly priced article, which we have 
displayed or advertised, we have 
to let them have it. I would sooner 
sell higher quality merchandise as 
it is better for me. If we don’t 
stock competitively priced lines we 
can’t sell the quality lines for there 
is then no basis on which a com- 
parison can be made. We have to 
meet competitors’ prices and we 
carry five- and ten-cent items, be- 
cause we have to do it. 

“You can chase more people 
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t | After They Remodeled 


AFTER the store 
had been remodeled 
and modernized. Note 
the increased width 
of the aisles and the 
fact that every item 
is within easy reach- 
ing distance. 





of the store. A customer wanted 
something the store regularly 
stocked, but neither of the pro- 


late fall when the work was re- 
sumed and completed. During the 





from your store to your competi- 
tors’ stores by not handling the 


same lines they do than yeu would 
if you offered both quality and 
competitively-priced merchandise. 


alteration period the store was 
open as usual and only one sale 
is known to have been lost as the 
result of the disarranged condition 


prietors was able to locate the de- 
sired merchandise. 
Prior to the remodeling there 


We are trying to educate our cus- 
tomers to come to our store, be- 
fore going to the chain stores. 
when they are seeking hardware. 
housewares and _ related lines. 
When we put merchandise in the 
window people come in to ask for 
that particular merchandise at the 
price indicated. When we adver- 
tise an item we also put it in our 
& display window. 

° “You can increase sales if you 
offer what your competitors have 
and also offer better items of the 
same type. Frequently we are able 
to boost a $3.00 sale to $5.00 or 
more by comparing the article 
having a price appeal with mer- 
chandise having an appeal based 
on higher quality.” 

Early in 1937 the owners of the 
Central Hardware Co. began to 
remodel the store using fixtures 
which they had made themselves. 
During March, business became 
so brisk that the alteration pro- 
gram had to be suspended until 
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Another view of the establishment after all the fixtures had been 
completely modernized. Note the stock of linoleum at the rear near 


the cash register. Putting it there boosted its sales 20 per cent. 
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had not been sufficient shelf and 
ledge space in which to properly 
display many of the lines carried 
by the store and frequently it had 
been impossible to show related 
lines together. With the new ar- 
rangement has come a change for 
the better. The paint brush stock 
has been greatly increased so that 
now the firm can fill the demand 
for paint brushes for all types of 
jobs at a wide variety of prices 
ranging from 10 cents to $6.00. 
Brushes are shown on a ledge in 
front of the neatly arranged paint 
display. 

Crockery was added to the stock. 
More quality lines and a larger 
number of competitively priced 
table appliances, electric clocks, 
were included. A greater variety 
of enamelware was taken on and 
the store also added japanned 
ware to its lines. 

Most of the linoleum stock was 
moved to the rear of the store, 
back of the cash register, where 
everybody, waiting for change, 
would be sure to note the various 
patterns offered. As a result of 
this change, linoleum sales jumped 
20 per cent. 

A study was made of window 
glass sales and stock in that line 
was reduced to include only those 
sizes which moved well. Bolts 
were consolidated in smaller cab- 
inets having specially constructed 
drawers made by the Frantzes. 
Bolts are now kept in cabinets oc- 
cupying 4 ft. of space instead of 
10 ft., as was formerly the case. 
While related lines are kept to- 
gether as much as possible, differ- 
ent qualities and kinds of cutlery 
items are located in several differ- 
ent parts of the store in order to 
create wider distribution of store 
traffic. Pipe is kept in overhead 
racks, which are concealed behind 
a display unit which has three dis- 
play niches for showing large 
items such as coaster wagons, a 
complete line of japanned ware, 
etc. The rear wall, which conceals 
the pipe and bulkier items, is made 
of ¥g in. plywood. All display 
equipment is finished in cream 
and tan which serves to make the 
store bright and attractive. 

All merchandise with the excep- 
tion of some wheel goods and a 
few paint items, kitchenware, etc., 
is within easy reach of customers 
of average height. Wheel goods 
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are displayed in the open space up 
in the front of the display room 
which has wide aisles which are 
kept free of merchandise. Prices 
are plainly shown in all instances. 

The Central Hardware Co. has a 
display room 65 ft. long and 20 





ft. wide. Although the alterations 
were made by Arthur and George 
Frantz, the plans used were sug- 
gested by Harold W. Hirth, 
manager, merchandising division, 
Frankfurth Hardware Co., Mil- 


waukee, Wis. 





The Other Side of the Question 
By F. E. GATES 


President 
Gates Hardware Co. 
Tulsa, Okla. 


E have long questioned the 

wisdom of converting a 
fairly successful hardware store 
into a combination hardware and 
novelty store. 

There have been instances at 
least when the novelty venture did 
not prove to be a great success. 

In this letter it is not our pur- 
pose to convert others to our way 
of thinking nor to lay down a set 
of rules for the guidance of deal- 
ers who are considering changing 
the nature of their stocks of mer- 
chandise and incidentally their 
entire manner and theory of doing 
business; it is but our aim to call 
attention to the possibility of mak- 
ing a wrong move. 

As we look into this subject we 
are more and more convinced that 
each dealer has his own particular 
conditions to take into account 
and should—without too much 
outside help—carefully and delib- 
erately ponder the question of be- 
coming a novelty store operator 
on the one hand or continuing to 
be a hardwareman on the other. 

At times when all lines of busi- 
ness are uncommonly quiet, the 
hardware store suffers no less than 
other lines—at such times the 
dealer is most likely to become 
jittery and unusually susceptible 
to impulses and arguments favor- 
ing the idea of converting his 
business into a combination hard- 
ware and novelty store. 

Statistics get us into trouble 
about as often as they help us— 
from statistics we learn that an 
extremely large percentage of all 
retail purchases are made by 
women. We are told, and it is 
true, that women seldom go to a 
hardware store. 

This might lead us to believe 


that when a hardware store ha: 
been converted into a novelty store 
the women will change their habits 
of buying and go to the hardware 
store for the trinkets they have 
been buying at their department 
store or at the five and ten cent 
store. 

We would suggest that hardware 
dealers should not too seriously 
consider the thought of taking the 
women’s trade away from the five 
and ten cent store. 

If you happen to be a hardware- 
man who is discouraged and think- 
ing he is about “fed-up” on trying 
to make a success of running an 
“old school” hardware business 
and is contemplating making a 
substantial investment in modern 
novelty store fixtures and adding 
a representative stock of novelty 
goods, you might include the fol- 
lowing items in your calculations: 

FIRST—Have you sound rea- 
sons for anticipating a possible 
additional volume that will justify 
your added investment and _ in- 
creased expense? 

SECOND—Considering the 
reputation and dignity of your 
business, the service you have al- 
ways rendered and must continue 
to render, the quality and expense 
of the clerks you employ are you 
in position to compete with the 
“professional” novelty store oper- 
ator? 

THIRD—In the event you 
should learn later that your ex- 
perience and training had not 
fitted you for a novelty store 
operator, what sort of a shrinkage 
would you be obliged to take in 
disposing of your valuable (?) 
fixtures and stock of novelty 
goods? 
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The Answer Is “Work’ 


The following editorial appeared in the March 8, 1921 
issue of Hardware Age. Present day conditions make 
it fully as appropriate now as it was 17 years ago. 


come to the parting of the ways. It faces 

two roads—one to continued success, the 
other to failure. One leads uphill, with a grade that 
spells work. The other has a down grade adapted 
to drifters. 

As merchants we have passed through the hal- 
cyon days when buying was in the saddle and sell- 
ing slept. We must face facts as they are. The 
methods of the past five years will not bring suc- 
cess during the years ahead. There have been 
radical changes in conditions which must be met 
with radical changes in the methods of merchan- 
dising. 

From this time on the merchant who succeeds 
must both work and think. He must plan to in- 
crease his volume and his turnover. He must sell 
and keep on selling, because both volume and turn- 
over depend absolutely on sales. 

Profits are never made until merchandise is con- 
verted into cash, regardless of how well that mer- 
chandise is bought. Goods are sold only when 
customers know what they are, and where they 
are to be obtained. The merchant who does not 
take the public into his confidence regarding his 
merchandise will never gain the confidence and 
custom of the” public. 

Every successful hardware store is a wireless 
station charged with selling force. Every item of 
merchandise is a point of contact carrying the 
current of sales to the customer. It is always easier 
to sell more items to the customers you already 
have than it is to create new customers. 


[ree business of retail merchandising has 


Time to Clean House! 


With inventory out of the way the road to pro- 
gress is clear. Take all declines as they come 
through, and let the public know that you have 
taken them. Clean house! 

Dig up the old shelf worn merchandise—the 
goods that do not move freely—and put a price on 
them that is sure to move them. It is better to get 


a real dollar now to reinvest than it is to pay inter- 
est on dead stock. 

When your customer learns that his dollar will 
buy more now than when he started his buying 
strike, his natural desires will assert themselves 
and business will again move forward. 

Carry a complete range of stock. Don’t over- 
stock, but be sure to carry those things your cus- 
tomers want and have a right to expect you to 
have. Then advertise to make sure you get full 
credit for the service rendered. 


Educate Your Clerks! 


Educate your clerks to sell merchandise. Teach 
them that their value to you and to themselves de- 
pends not upon the orders they fill, but upon the 
goods they actually sell. 

Advertise. Tell the people of your community 
a human interest story of your merchandise and 
your service. Start something, then keep it going. 
Increase the time you are selling, and cut down 
the time when you are not. 

Make your show windows talk to the public. 
The people who pass your store do so only because 
they do not know that you have something they 
want. Invite them in with sensible selling displays, 
changed regularly. 

Be a merchant again. Forget the time you were 
an order taker, a plunger or a speculator. Elimi- 
nate waste. Work and get your employees to work 
with you—not for you. 

Cut out fear and worry. They only hinder pro- 
gress. Get a grip on your reserve courage and 
start a business offensive. Faint heart never won 
a fair profit. 

Consider the hen. She doesn’t stop scratching 
when worms seem scarce. She knows they have 
only gone down into the soft earth beneath the 
surface crust, and she goes down after them. 

There is plenty of business that only needs going 
after. Intelligent work will win today just as it 
always has. 
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“Goods are sold when customers know what they are and where they may be obtained.” 
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| A ROLLING PIN WAS PRESENTED 
TO EVERY BRIDE AND A CAN 

| OPENER TO EVERY GROOM 

IN PAULSBORO, N.J., IN 1933. 

(WITH THE COMPLIMENTS 

OF THE MAYOR.) 
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GO ALONG—AND HELP PUSH— ON CYCLING TRIPS. 








PORTABLE SPRINKLER, 
COMPRISED OF A 
WATERING CAN, 
BARREL AND HOSE, 
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Here’s the window that stimulated spring sales. 








Relow are two cards that added finishing touches. 


Garden Window and Catalog 
Built Spring Business 


HE Otto Herrmann, Inc., 
hardware store of Glendale, 
Long Island, N. Y., made a 
decided hit during the spring of 
this year with an unusually fine 
display of garden and lawn seeds 
and garden equipment. This dis- 
play was largely responsible for 
the sale of several tons of fertilizer 
in 5, 10, 25 and 100-lb. bags and 
several thousand pounds of lawn 
seed, to say nothing of many items 
of garden equipment. 
Warm weather arrived much 
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Ge OTTO HERMAN 
Please send me the following 


Two-ply promotion is 
a profit-producer for 
firm of Otto Herrmann, 
Inc. of Glendale, N. Y. 


earlier than usual and Herrmann’s 
took advantage of the fact by im- 
mediately installing this display, 
because, as Neal Herrmann puts 
it, “We wanted to make people 
garden-minded.” A rush started 
for garden and lawn seeds and 
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equipment when suddenly a freak 
storm covered the streets with sev- 
eral inches of snow. But even 
though there was a demand for 
snow shovels, customer interest in 
the garden window continued un- 
abated. | 

“Chris” Fischer, window dis- 
play man for Herrmann’s, made 
an artistic job of this display at 
an almost negligible cost. Back- 
ground and floor “covering were 
made from discarded corrugated 


(Continued on page 75) 
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What Causes Hardware 





“Bill Smith’s in bankruptcy!” 


OHN JONES, hardware deal- 
J er, is getting ready to start a 

new day. Seated at his break- 
fast table he is busily engaged in 
the two-fold job of absorbing his 
morning’s nourishment and read- 
ing the local newspaper. Suddenly 
he starts abruptly and a spoonful 
of boiled egg lands in his lap. He 
pays no attention to it but stares 
at a small item which stares back 
at him from the printed page. 

“Holy smoke,” he gasps, “Bill 
Smith’s in bankruptcy.” 

Once he has mastered his initial 
surprise, John proceeds to sit back 
and ponder over what could have 
happened to Bill. Bill had a good 
store on a good street, his stock 
had been fairly complete and for 
the past ten years he had done a 
good business. True enough, times 
weren't what they had been and 
sales had fallen off considerably in 
the last few months. But that 
hadn’t prevented that new store 
from opening in Bill’s general 
neighborhood and the new store 
seemed to be getting by all right. 
Just what had happened to Bill? 

Every time a notice appears in 
a newspaper to the effect that a 
hardware dealer has filed a peti- 
tion in bankruptcy, or has made 
an assignment, and every time a 
creditors’ meeting is called, the 
same question is asked. What hap- 
pened to the firm in question? 
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One of the most frequent ex- 
planations given today is lack of 
capital. This bare statement, how- 
ever, is like saying that a patient 
died because he stopped breathing. 
It might be more of an explana- 
tion to say that in the face of di- 
minishing sales a dealer reaches a 
point where he is unable to further 
reduce his overhead and that his 
previously reduced resources are 
insufficient to carry him. This is 
by far the greatest reason for 
present-day failures. 

Failure of the buying market 
due to present-day economic con- 
ditions; competition, and, worst 
of all, price-cutting competition; 
lack of merchandising ability; lax 





“Brown was a worker. . 


credit methods, in which present- 
day conditions play a part; failure 
to keep abreast of the times, and 
lack of experience are other causes 
which rank in importance in the 
order named. Add to these the 
ever-present danger of disagree- 
ment in the case of partnerships 
and you have the picture. 

Following are a number of brief 
reviews of the causes of actual 
hardware failures. Names and lo- 
calities are fictitious, but the facts 
are true. A greater part of this 
information was obtained from 
actual Dun & Bradstreet reports. 
The balance were obtained from 
actual interviews with other credit 
agencies. 

Frank Simmons had been a 
hardware clerk for 20 years, but 
had always had the desire to own 
his own store. The opportunity 
came in 1933 when the depression 
was in full blast. Frank sunk al- 
most all of his earnings in his new 
venture and took on a stock valued 
at about $7,000. Despite poor 
general conditions, he managed to 
do fairly well, paid his bills on 
time and even discounted some of 
them. Two years ago two rival 
firms, both price-cutters, moved in 
on him, each one only one block 
away with Frank in the middle. 





. White was a member of a golf club.” 
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Failures ? 


Every nickel counted in Frank’s 
neighborhood and when the price- 
cutters opened up a large percent- 
age of his customers patronized 
them. Frank’s reserve capital was 
exhausted and, although he tried 
to cut his overhead, he still had to 
eat and pay for rent and light. 
Business stagnated, bills were un- 
paid and finally his creditors de- 
cided to close him out. Practically 
a victim of circumstances over 
which he had little or no control. 

Jim Kelly had been a successful 
hardware dealer in a small city in 


Lack of capital, poor location, too 
many sources of supply, overbuying 
for small discounts and a lack of 
proper managerial ability are some 
of the major reasons encountered 


consideration, however, was the 
fact that there was only one Jim 
Kelly. He couldn’t duplicate him- 
self. His branch managers didn’t 
have his personality, his selling 
ability and a lot of other qualities 
he possessed. For a while he let 
his managers run things until 
there came a time when it became 




















“His store was on the wrong side of the street.” 


the Middle West for 20 years. He 
was making money and always had 
made money. He was good and 
he knew it. But two years ago, 
with better times in the offing, he 
decided that he wasn’t making 
enough and that the time had come 
for him to expand. That’s just 
what he did and started two 
branch stores in nearby towns. 
Sunk almost all of the profits he 
had made on his original store to 
do it. Stocks in the branch stores 
were moderate, rents seemed fair 
and general overhead was reason- 
able. Things looked good to Kelly. 
Why not, hadn’t he made a suc- 
cess of his original store? 

One thing he didn’t take into 
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necessary to give the branch stores 
his personal attention. He couldn’t 
be in three places at one and the 
same time, his capital was ex- 
hausted and his sales fell off in all 
three stores. By the time he closed 
the branch stores he was in no 
position to pay his bills for mer- 
chandise for his original store. He 
failed. 

Brown and White had the out- 
standing hardware store in a me- 
dium-sized Southern city. They 
had always done a good business 
and it seemed that they always 
would do a good business. Every- 
thing had been provided for but 
the matter of personalities. Brown 
was a worker and gave the busi- 


ness every minute of his time. 
Things were different with White, 
for he was what is commonly 
known as a “joiner.” He belonged 
to two fraternal organizations, was 
a Rotarian and a member of a 
golf club. In addition to that he 
never missed any sort of a conven- 
tion trip in connection with these 
groups. What the firm missed, 
however, was his active presence 
in the store. When one member 
of a firm sticks to business and 
the other devotes the major por- 
tion of his time to outside interests 
the result is inevitable. That’s what 
happened to Brown and White. 
The partners quarreled, the busi- 
ness suffered and was finally dis- 
solved. Brown and White aren’t 
there any more. 

When one of the outstanding 
cigar store chains decides to open 
a new store, steps are taken to ob- 
tain an accurate check of the num- 
ber of people who daily pass the 
point where the new store will be 
located’ If the check-up is satis- 
factory, the new store will be es- 
tablished on that site. If it isn’t, 
it will be established in some other 
place. It’s a sound system and it 
gets results. 

John Johnson decided to open 
his own hardware store and looked 
about for a suitable location. He 
decided to locate on the principal 
street in his town. What he didn’t 
realize was the fact that his store 
was on the wrong side of the 
street. Most of the successful es- 
tablishments were on the other 
side and people stayed on that 
side. They had formed the habit 
of staying on that side and there 
they stayed. Johnson carried an 
attractive stock, had good win- 

(Continued on page 82) 
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IMPLEMENT AND MACHINERY PRODUCTION 
TOO CONCENTRATED SAYS FTC REPORT 


Control is largely in hands of eight firms. Present 
practices include following price leaders in industry. 
exchanging information on prices and specifications 
and standardizing for both design and construction. 


(Washington Bureau 

of HARDWARE AGE) 
The Federal Trade 
sion turned over to Congress on 
June 6, a 1000-page report on 
its two-year investigation of the 
agricultural implement and ma- 
chinery industry, complaining 
that the bulk of production is 
concentrated in the hands of a 
relatively small number of man- 
ufacturers. It deferred its rec- 
ommendations for remedial ac- 
tion to a later date at 


time the second part of its 


study dealing with prices, profits, | 


costs and investments will be 
completed. 
The investigation, authorized 


by Congress after the  anti- 


monopoly bloc had focused at- | 


tention on a report that farm 
machinery prices had been main- 
tained at high levels during the 
depression when farm income 
dropped from around $5,000,- 


006,000 in 1929 to $1,500,000,000 | 


in 1932. The FTC completed a 
similar survey in 1920 on the 
“Causes of High Prices of Farm 
Implements” and charged that 
manufacturers were attempting to 
“cooperatively control or restrict 
competition and enhance prices.” 

These older, cruder and “more 
obviously illegal agreements” 
have been substituted, the Com- 
mission said in its report, by 
present practices of following 


price leaders in the industry, ex- 
changing information on prices | 


and specifications and standard- 
izing design and _ construction. 
The Commission cited Interna- 
tional Harvester Co., Chicago, 
and Deere & Co., Moline, IIl., as 
the industry’s “price leaders” but 
said that concentration of con- 


trol is largely in the hands of | 


eight large, long-line companies 


and greatest in the manufacture | 


of harvesting machines, tractors 
and the latest type of tractor- 
operated machines. 

Other companies included in 
the group were J. I. Case 
Co., Racine, Wis.; Allis-Chalmers 
Mfg. Co., Milwaukee; Oliver 
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Commis- | 


which | 


| Farm Equipment Co., Chicago; 
| Minneapolis-Moline Power Imple- 
ment Co., Minneapoiis; The Mas- 
| sey-Harris Co., Inc., Racine, 
| Wis.; and B. F. Avery & Sons 
| Co., Louisville, Ky. 

While conceding that Inter- 
national Harvester Co.’s produc- 
tion, which it described as “far 
greater” than that of any other 
company, is decreasing, the Com- 
mission reported that from four 
to six of the eight companies 
“dominate both the manufacture 
and sale” of the products. The 
FTC said it found nothing to in- 
dicate close relationship among 
the larger companies through 
common ownership of stock or 
| interlocking directors or officers. 
| “Where a few companies con- 
| trol the bulk of production,” the 
| report said in reference to man- 
ufacturers’ pricing practices, 
“their acts and policies deter- 
mine the conditions under which 
all manufacturers and dealers 
must operate. Similarity of 
policies respecting prices, terms 
and competitive practices, to 
some extent, tends to result 
whether the policies are deter- 
mined by the companies indi- 
vidually and competitively, or by 
understandings or agreements.” 

Touching on other subjects 

which the Commission felt in- 
volved possible restraint of trade 
or tendencies toward further con- 
centration of control, the report 
directed attention to alleged 
coercive measures to enforce ex- 
clusive dealing among distrib- 
utors which it said has “exten- 
sive adverse effects” upon small 
manufacturers, retailers and 
farmers. Restricting competition 
from smaller manufacturers by 
full-line forcing methods tends to 
strengthen the dominant position 
of the few larger manufacturers, 
the report said. 

“The Commission’s study in- 
| dicates that although many deal- 
ers handle certain competing 
products along with those of a 
large long-line manufacturer who 
is their chief source of supply, 


| 





there are numerous instances 
where employees of a large man- 
ufacturer have brought pressure 
to induce individual dealers to 
stop handling competing lines,” 
the FTC statement said. 

“In several instances inves- 





tigated it was found that a 
dealer, desiring to supply his cus- 
tomers with machines of some | 
manufacturer other than his prin- 
cipal long-line supplier, secretly 
stored such competing machines 
and ‘bootlegged’ them to his 
trade. The basis for enforce- | 
ment of exclusive-dealing is fear 
on the part of the retailer that 
if he does not comply with the 
demands of his principal sup- 
plier, his dealer contract will not 
be renewed for the ensuing year.” 

The Commission was bitterly | 
critical of a 1933 report entitled, 
“An Inquiry Into Changes in the 
Quality Values of Farm Machines 
Between 1910-1914 and 1932,” 
and published as a cooperative 
enterprise between the Farm 
Equipment Institute and the 
American Society of Agricultural 
Engineers. The report charged 
that the Institute’s publicity or 
research division and the Society 
had concealed the true origin and 
authorship of the study, giving it 
“a standing of independent au- 
thorship and _ scientific value 
which it did not deserve.” 

The FTC also emphasized that | 
farm implement production de- | 
creased from $607,000,000 in| 
1929 to $95,000,000 in 1932 as a 
result of a drastic drop in farm 
income in_ illustrating the 
“primary importance” of farm 
income in relation to the indus- 
try. It also reminded the Con.- | 
gress that 1936 and 1937 were | 
the most prosperous years for | 
farm machinery manufacturers | 
since the World War. 


LEINBACH BUYS FOR 
SUPPLEE-BIDDLE 
Charles B. Leinbach has be- 
come associated with the Sup- 
plee-Biddle Hardware Co., Phila- | 
delphia, Pa., in a buying capacity. | 








8. W. DIMICK 


COLT’S APPOINTS DIMICK 
TO A VICE-PRESIDENCY 


At a meeting of the board of 
directors of Colt’s Patent Fire 
Arms Mfg. Co., Hartford, Conn., 
Stephen W. Dimick was named 
vice-president in charge of the 
small arms division. He had 
previously held the position of 
manager. 

Mr. Dimick has a wide ac- 
quaintance throughout the coun- 
try among sportsmen and is well 
known among trap shooters as 
well as hand gun enthusiasts. 
He has been with the Colt com- 
pany for approximately 16 years, 
having joined it as a salesman in 
the mid-western territory in 
1922. He previously represented 
the Winchester Repeating Arms 
Co. in various parts of the 
country. He was named manager 
of the firearms division in 1929. 





DOW. VICE-PRESIDENT OF 
ALEXANDER MILBURN CO. 


At a recent stockholders’ meet- 
ing, Walter K. Dow was elected 
vice-president of The Alexander 
Milburn Co., Baltimore, Md. Be- 
fore becoming associated with 
Milburn, Mr. Dow was identified 
with the DeVilbiss Co., Toledo, 
Ohio, for 10 years, in a manu- 
facturing and supervisory ca- 
pacity of paint spraying equip- 


ment. He has been plant 
superintendent of the Milburn 
| Co. for the past year. He is 


especially skilled in the develop- 
ment and production of that 
company’s line of paint spray 
equipment, welding and cutting 
apparatus, portable lights, etc. 
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G-E APPOINTS NEW MANAGERS 


OF THREE 


Incandescent lamp department | 
of General Electric Co., 
recently 
Haas, 


Nela | 
ad- 
Ralph 


Park, Cleveland, 
vanced Orville 





ORVILLE HAAS 


Nungesser, and W. H. Rade- 
macher to individual manager- 
ships of three of the depart- 
ment’s 17 sales divisions. 

Mr. Haas now heads the lamp 
department’s Continental _ Di- 
vision at Philadelphia. Formerly 
assistant manager of Atlantic 
Division in New York City, 
Mr. Haas succeeds J. H. O’Brien 
who will continue at the Phila- 
delphia division in an advisory 
capacity. A native of Illinois, 
Mr. Haas entered the employ of 
General Electric in 1918 at Nela 
Park as illuminating engineer. 








RALPH NUNGESSER 


JUNE 16, 1938 





LAMP SALES DIVISIONS 


Mr. Nungesser, until recently 
with Mississippi Valley Division, 
St. Louis, is the new manager of 
Southwestern Division at Dallas, 


Tex. 


| surer; Paul W. Frum, vice-presi- 


He succeeds H. D. Puckett | 


who continues there in an ad- | 


visory role. Mr. Nungesser 
joined General Electric in 1916. 


Mr. Rademacher, formerly as- | 


sistant manager of Mississippi 
Valley Division is the new man- 
ager of that sales division. He 
succeeds C. W. Bender who re- 
tired after completing 29 years of 
continuous service with G-E in- 
candescent lamp department. 
Mr. Rademacher was born in 
New Jersey. He became the 
illuminating engineer in the 





W. H. RADEMACHER 


Lighting Service Department of 
Edison Lamp Works of G.E. at 
Harrison, N. J., and was trans- 
ferred to Chicago in 1927 where 
he served as district illuminating 
engineer. 


PENDLETON HEADS 
WARREN TOOL CORP. 


Thorn Pendleton has been ap- 
pointed president of the Warren 
Tool Corp., Warren, Ohio, suc- 
ceeding the late C. L. Schoon- 
over. Mr. Pendleton has been 
secretary and a director of the 
company for six years. He is 
also a director of the Trumbull 
Mfg. Co., Warren. 

The new officers of the War- 
ren Tool Corp. now include Mr. 
Pendleton, president and trea- 


dent and secretary; Albert F. 
Turrell, assistant treasurer, and 


Joseph R. Fawcett, assistant sec- | 


retary. Messrs. Pendleton, Mull 


and Frum comprise the executive | 
| 


committee. 


WEBSTER OLIVER NAMED 
TO N. Y. CUSTOMS POST 


President Roosevelt has sent 
to the Senate for confirmation 
the nomination of Webster J. 
Oliver of New York, to be as- 
sistant attorney general in charge 
of customs at New York City. 
Mr. Oliver is a nephew of the 
various brothers comprising 
Oliver Bros., Inc., New York, and 
was associated with the business 
from 1904 to 1912, when he was 


| admitted to the bar. 


| ing the late R. C. Veihl. 





WINDMILLER MANAGES 
VEIHL-CRAWFORD CO. 


Harry Windmiller has taken 
over the active management of 
the Veihl-Crawford Hardware 
Co., Fort Worth, Tex., succeed- 
Mr. 
Windmiller is president of Wind- 
miller’s Motor Parts Stations, 
Inc., an automotive wholesaling 
firm of Fort Worth. He plans 
to manage both businesses. 





John S. Dodge, whose appoint- 
ment as New England represen- 
tative for American Plus Screws 
manufactured by the American 
Screw Co., Providence, R. I., was 
announced in the June 2 issue of 
HarpwareE AGE. 


PUSHEE ADDS TO 
SALES STAFF 


J. C. Pushee & Sons, Inc., 
brush manufacturer of Boston, 
Mass., has appointed Hadley Cole 
to its sales organization. Mr. 
Cole for many years was con- 
nected with the Craftex Co. 











_ SPORTING GOODS TAX REPEALED, 
10 PER CENT EXCISE LEVY STOPS JUNE 30 


| 
| 
| 
| 


(Washington Bureau 
of HARDWARE AGE) 

The 10 per cent excise tax on 
sporting goods was repealed by 
the new tax law which went into 
effect on May 28 without the 
signature of President Roosevelt. 
Repeal of the taxes on sporting 
goods becomes effective after June 
30. Sporting goods sold follow- 
ing that date will, therefore, be 
tax-free. The repealed tax was 
levied under section 609 of the 
Revenue Act of 1932. The tax 


was struck out under the new 


law by the House Committee on | 


Ways and Means and its action 
was concurred in by the Senate 
Finance Committee. 
The tax, about 
nated, is imposed upon the fol- 
lowing articles, sold by the man- 
ufacturer, producer or importer: 
tennis rackets, tennis racket 


| frames and strings, nets, racket 








to be elimi- | 


covers and presses, skates, snow- 
shoes, skis, toboggans, canoe 
paddles, polo mallets, baseball 
bats, gloves, masks, protectors, 
shoes and uniforms, football 
helmets, harness and uniforms, 
basket ball goals and uniforms, 
golf bags and clubs, lacrosse 
sticks, balls of all kinds, includ- 
ing baseball, footballs, tennis, 
golf, lacrosse, billiard and pool 
balls, fishing rods and reels, bil- 
liard and pool tables, chess and 
| checker boards and pieces, dice, 
| games and parts of games (ex- 
cept playing cards and children’s 
toys and games) ; and all similar 





| 

| articles commonly or  com- 
| mercially known as _ sporting 
| goods. 

| Revenue from the sporting 


| goods tax amounted to $6,801,- 
661.46 for the fiscal year ended, 
June 30, 1937. 
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SHEET DISTRIBUTORS ASK MILLS 


‘ FOR CONSULTATION ON PRICES | 


Bruce Wilson, FFHA, Wash- | 
| Co., Cleveland, Ohio; 


The National Association of 
Sheet Metal Distributors at their 
annual meeting, May 16-17 in 
Cleveland, Ohio, adopted a reso- 





A. W. HOWE 


lution requesting that mills give 
a hearing to a committee of the 
association whenever changes in 
the price set-up or extras are 
contemplated. When members 
reported they understood a price 
change was contemplated soon, 
the association requested a joint 
meeting with mills immediately. 
The association reaffirmed its 
action at the last annual meeting 
of favoring retention of the dis- 
tributors’ differential. 

Discussing recent price legisla- 
tion and its effect upon distribu- 
tion, Prof. H. H. Maynard, Ohio 
State University, Department of 
Business, told the association that 
any organization which can jus- 
tify a preferential discount is in 
order under the Robinson-Pat- 
man Act, and that the FTC in 
his opinion is not inclined to at- 
tack the principle of functional 
discounts. 

John H. Van Deventer, editor, 
The Iron Age, asserted that 
“American public opinion, which 
a year ago halted John L. Lewis 
in his Government-s ponsored 
march toward a labor dictator- 
ship, is now forming an equally 
decisive command which shortly 
will be issued to check the cur- 
rent business depression.” Mr. 
Van Deventer said, “The Amer- 
ican people are preparing to warn 
those in power to compose their 
differences with business and put 
an end to outrageous taxation 
which takes dollars from labor- 
ers’ pay envelopes and dividends 
from investors.” Attributing the 
current slump to lack of con- 
fidence, mainly due to labor trou- 
bles, he declared that “there is 
hope in the fact that this is man- 
made depression” and thus may 
result in a recovery as swift as 
the decline. 


ington, discussed the possibilities 
under the NHA. Following this 
speech, A. W. Howe, Cleveland, 
president of the Sheet Metal Dis- 
tributors Assn. pointed out that 
his company, J. M. & L. A. Os- 
born Co., this year was enjoying 
a greater volume of home mod- 
ernization work brought about 
through contracts under FHA 
than last year, 99 per cent of the 
business being local. 

The distributors reelected pres- 
ent officers of the association, 
including A. W. Howe, J. M. & 
L. A. Osborn Co., Cleveland, 
president; Robert H. Lyon, Lyon- 
Conklin & Co., Inc., Baltimore, 
and A. J. Becker, Ohio Valley 
Hardware & Roofing Co., Evans- 
ville, Ind., vice-presidents; George 
A. Fernley, secretary-treasurer, 
and P. F. Hord, assistant secre- 
tary-treasurer. H. E. Usinger, 
Berger Brothers Co., Philadel- 
phia, and Bruce Haines, E. E. 
Souther Iron Co., St. Louis, were 
elected to the executive commit- 
tee. 

The following morning, the 
delegates heard Charles R. Hook, 
president, American Rolling Mill 
Co., Middletown, Ohio, and presi- 
dent of the National Association 
of Manufacturers, discuss con- 
structive proposals which have 
been advanced by business toward 
the solution of the nation’s eco- 





GEORGE A. FERNLEY 


nomic and social problems. Mr. 
Hook told of the need for a com- 
petent tax commission to study 
and remove disturbing tax prob- 
lems. 


CANADIAN AGENT HANDLES 
AMERICAN LINES 


E. Pullan, Ltd., 480 Adelaide 
St. West, Toronto 2, Canada, is a 
manufacturers agent, exclusively 
for American hardware lines in 
Canada. Among the firms E. 
Pullan, Ltd., represents are: New 


| York Wire Cloth Co., 500 Fifth 


Ave., New York City; Kennedy 
Mfg. Co., Van Wert, Ohio; 
Piqua Munising Wood Products 
Acme 
Shear Co., Ltd., Bridgeport, 
Conn.; Forsberg Mfg. Co., 
Bridgeport, Conn.; E. W. Car- 
penter Mfg. Co., Bridgeport, 
Conn.; G. N. Coughlan Co., 
Orange, N. J.; Henry & Allen, 
Inc., Auburn, N. Y.; Foley Mfg. 
Co., Minneapolis, Minn. and 
Sanitary Receiver Co., Dunkirk, 


N. Y. 


CLEMSON PREVIEWS 
1939 MOWER 


Clemson Bros., Inc., Middle- 
town, N. Y., manufacturer of 
Star hack saw blades, will pre- 
view, during the early summer. 
a 1939 model of its new pre- 
cision lawn mower to a selected 
group of jobbers and dealers. The 
mower will not be officially an- 
nounced for the 1939 season until 
some time later in the summer 
but Clemson states it incorpor- 
ates so many modern advanced 


features of design, construction, | 


and operation in hand mower 
practice, that the preview was 
arranged to acquaint principal 
outlets with its outstanding ad- 
vantages. The 1939 model is 
being made in one size, furnish- 
ing a full 17-inch cut, and is 
designated as Model C-17. 


BOOSTERS PLAN 
FISHING PARTY 


The Hardware Boosters, New 
York, have charted an 180-foot 


yacht, the “S.S. North Star” for | 


its annual yachting and Fishing 
Party which will be held Mon- 
day, June 27th. Tickets are 
$5.00 each and include buffet 
luncheon, beer or soda, and 
bait. A drop line for 25 cents 
or a rod and reel for 50 cents 
may be hired aboard the boat. 
It leaves Bear Mt. Pier, W. 
132nd St. & Hudson River at 


6:30 am. and the Battery at | 


7:30 a.m. Roy C. Schmidt, 100 
Lafayette St., New York, is act- 


ing chairman of the entertain- | 


ment committee. 





JONES & LAUGHLIN OPENS 
HARRISBURG, PA., OFFICE 


W. J. Harvey has been ap- 
pointed district sales representa- 
tive of Jones & Laughlin Steel 
Corp.’s new sales office at 600 
North Second St., 


the Philadelphia district sales 
division. Mr. Harvey has rep- 
resented Jones & Laughlin in 


that territory since 1925 and has | 
been with the corporation since | 


1910. 


Harrisburg, | 
Pa. This is to be a sub-office of | 


STANLEY HEAD HONORED 
ON 50TH ANNIVERSARY 


Marking the 50th anniversary 
of the date C. F. Bennett, presi- 
dent, The Stanley Works, came 
to New Britain, about 15 of his 





C. F. BENNETT 


| associates recently tendered him 
a luncheon party at the Farm- 
ington Country Club, Farming- 
ton, Conn. 

Upon his arrival in New Brit- 
ain, in 1888, Mr. Bennett’s first 
application for a job was at the 

Stanley Works, but as there was 
'no opening there at the time, 

he took a job in a New Britain 

plumbing shop where he worked 

| for two years before becoming 
| connected with the company of 
| which he is now the head. He 
| has risen from the position of 
clerk through various offices to 
| the presidency of the company, 
| which office he has held since 
| 1923. 


| 


| HECHT HEADS WESTCHESTER 
HARDWARE GROUP 


| The new officers of the West- 
chester County Hardware Deal- 
ers Assn. are: President, Harry 
Hecht, H. Hecht & Son, White 
Plains, N. Y.; vice-president, 
William B. Fowler, Fowler & 
Sellers Co., White Plains, N. Y.; 
secretary, Charles L. Tiffin, Wal- 
ter M. Baxter Co., Inc., Mamaro- 
neck, N. Y., and treasurer, Sam- 
uel L. Riley, 3 Ferncliff Rd., 
Scarsdale, N. Y. 


SIMMONS OBTAINS 
“POLLY PRIM” NAME 


The Simmons Hardware Co., 
St. Louis, Mo., has obtained ex- 
clusive use of the trade name, 
“Polly Prim,” owned by the 
Patent Novelty Co., Fulton, Ill., 
except for the latter company’s 
dust pans, recipe cabinets and 
sweeping sets which will continue 
| to use the “Polly Prim” name. 
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BRUNER-IVORY HANDLE CO. CELEBRATES 
FIFTIETH ANNIVERSARY THIS YEAR 


W. E. Bruner, founder of the business, also observes 
his seventieth birthday. Two sons and a son-in- 


law associated with founder. 


Business started in 


modest fashion and has grown to important size. 


The Bruner-Ivory Handle Co. | 


of Hope, Ark., is celebrating its 
50th anniversary and also, by 
coincidence, the 70th 
of its founder, W. E. Bruner. 
The firm has grown, as in the 
case of most of the country’s 
industrial institutions of today, 
from a tiny shop, where handles 
were shaved by hand, to one of 
the largest handle factories in 
the world. 


When still in his minority, W. | 
E. Bruner, then 20 years old, be- | 


gan making hickory handles in 
a shed at his home at Cora, near 


Milan, in North Central Mis- 
souri. They were shaved by 
hand and sold to the trade 


within a radius of 100 to 150 
miles. As the business grew, the 
need of machinery was felt and 
it then became necessary to 
reach out into a larger field for 
business. The business con- 
tinued at Milan until 1904 when 
it was moved to Almyra, Ark. 
Though Mr. Bruner used his own 


name originally, when he moved | 


to Almyra, the concern was 
named the “National Handle 
Company.” 

Eleven years later, the firm 


birthday | 








purchased the Cotton Plant 
Handle Co., of Cotton Plant, 
Ark., where it moved, operating 
thereafter as the name of 
company it bought. Meanwhile, 
Mr. Bruner’s family was growing 
and at an early age he took his 


the | 


two sons into the business and | 


some time after his daughter 
married, his son-in-law, Guy E. 


ters were established. The old 
Ivory plant was rebuilt and re- 
modeled and new machinery in- 
stalled, and it is now purported 
that this is one of the world’s 
largest handle plants. 

In 1928 the firm began the 
manufacture of ash handles. Its 
reputation for making good hick- 


| ory handles made it possible to | 
quickly gain a place in the ash | Boston, and Seattle. Special rep- 


Basye, was also taken into the | 


firm, which became a family | 
partnership. 
In 1913, the handle factory 


was moved to Heber Springs, 
Ark., and the name of W. E. 
Bruner & Sons was adopted. The 
company’s business expanded not 
only to every section of the 
United States but far beyond its 


handle market. This, coupled 
with the excellent quality of ash 


ing firms’ individual as well as 
territorial requirements, the set- 
up is a unique one. R. M. Bruner, 
one of the sons, is superintendent 
of the ash handle division; W. 
C. Bruner, the other son, is at 
the head of the hickory handle 
plant, and Guy E. Basye, son-in- 
law, is general sales manager. 
Mr. Basye is also secretary of 
the Hickory Handle Assn. The 
fourth and senior partner is W. 
E. Bruner, who is active in the 
business, and who is general ad- 
viser. 

The capacity of hickory and 
ash handles is now more than 
1200 dozen a day. Large ware- 
house stocks are maintained at 
Hope, as well as Rome, N. Y., 


resentatives are maintained in 
the chief cities, and in foreign 


| obtainable in their section of | countries. The firm sells through 


borders, and today handles are | 


being shipped to Canada, Mex- 


ico, South America, Great Brit- | 


ain, Sweden, South Africa, 
Australia, New Zealand, etc. 

In 1933, the Ivory Handle Co. 
of Hope, Ark., a 30-year old firm 
that was favorably known 
throughout the 
was bought by the Bruner Com- 
pany and later the entire Heber 
Springs plant was moved to 


| 


United States, | 


Arkansas, and a high standard 
of grading has established the 
Bruner-Ivory Handle Company as 
a dependable source of supply 
for these handles. 

This firm produces a_ wide 
variety of handles for the hard- 
ware trade. Their major lines 


| 
| 
| 


jobbers and its slogan is, “We'll 
Handle You Right.” The han- 
dles are now being publicized as 


ithe “B-I°—“The ‘Buy’ Line of 


are: Hickory, axe, pick, sledge, | 


hammer, hatchet 


handles, etc., | 


Ash fork, rake, hoe, shovel han- | 


hook. 


etc., 


etc., Hickory cant 
and jack handles, 


dles, 
peavy 


with fittings, and ash pike pole. 
ice hook, boat hook handles, etc. 

Realizing that the personal 
factor is so important in the pro- 


Hope, where general headquar- | duction of handles and in know- 





In the back row, left to right, are R. M. Bruner, manager ash handle department; Guy E. 


Basye, sales manager, and W. C. Bruner, manager hickury handle department. 


Seated is 


W. E. Bruner, founder of the Bruner-Ivory Handle Co. 
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| entertainment of 


| 


Tool Handles.” Some of their 
present customers have been 
served for from 20 to 40 years. 

W. E. Bruner has recently be- 
come a member of the Hardware 
Age Fifty Year Club. 


| HARDWARE SQUARE CLUB 


cross cut saw handles complete | 


HOLDS SHORE DINNER 


More than 600 
and their friends 
10th annual shore dinner and 
the Hardware 
Square Club, No. 675, held May 
26, in the Grand Ballroom of the 
Hotel Astor, Times Square, New 
York City. Increasing attendance 
of the Square Club’s 


hardwaremen 
enjoyed the 


at each 


| shore dinners made it necessary 
| this year to bring “the sea shore 


| to Broadway.” 


_ 


With the famed 
Happiness Boys, Billy Jones and 
Ernie Hare, as masters of cere- 
mony, and a variety of song and 
dance acts the entire entertain- 
ment program made a big hit. 
One of the best received fea- 
tures of the program was the 
variety of songs rendered by the 
Disston Anvil Chorus, of 38 men, 
presented through the courtesy 
of Henry Disston & Sons, Inc., 
Philadelphia, Pa., saw and _ tool 


manufacturers. The entire en- 
tertainment program was under 
the direction of Harry Korn- 
rumph, Long Island Hardware 
Co., Long Island City, N. Y. 
George Carstens, Topping 


Bros., New York City, president 
of the Hardware Square Club, 
welcomed members and guests to 
the party in a very brief address. 
As in previous years Ralph S. 
Allen, Diamond Expansion Bolt 
Co., secretary, Hardware Square 
Club, headed the shore dinner 
committee. 
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PROMPT RETURN OF QUESTIONNAIRES 
URGED BY BUREAU OF CENSUS 


(Washington Bureau 

of HARDWARE AGE) 
Retailers and wholesalers 
throughout the country who have 
been called on by the Bureau of 
the Census to furnish pertinent 
facts concerning their operations 
during the year 1937 and the first 
two quarters of 1938 are urged 
to cooperate fully by filling out, 


immediately, the questionnaires 
which have been supplied for this 
purpose. The schedule has been | 

| 


sent from the Philadelphia 
branch of the Bureau. Retailers 
and wholesalers are being asked 
to fill out the questionnaires im- 
mediately after June 30 and mail 
them in sufficient time to reach 
the Philadelphia office on or be- 
fore July 15 where arrangements 
have been made to tabulate and 
publish the results immediately. 
The Bureau emphasized that this 
survey is of a current character 
and that the early publication of 
the results is essential in order 
to be of maximum value. 

Prompt attention to this mat- 
ter the Bureau said will enable 
the Census to begin publishing, 
during August, 1938, the first 
releases showing such basic facts 
as sales and pay roll by quar- 
ters. In addition to obtaining 
information on sales and pay 
rolls by quarters for 1937 and the 
first two quarters of 1938, the in- 
quiry will seek to obtain facts 
concerning cash sales, credit 
sales and installment sales, and 
stocks on hand for specified peri- 
ods. 

The Bureau points out that 
there should be no hesitancy 
about furnishing the data as the 
Bureau will adhere strictly to its 
usual policy of keeping confiden- 
tial all information furnished by 
an individual establishment. The 
returns will be used solely in 
conjunction with other similar 
reports in the preparation of 
statistical tables. 

The current Census is volun- 
tary as were the Censuses of 
1933 and 1935, in both of which 
the Bureau of the Census ob- 
tained the cooperation of almost 
100 per cent of the retailers and 
wholesalers. 

The establishments to which 
the 1937-38 inquiries have been 
sent are those that reported for 
the 1935 Census of Retail and 
Wholesale Trade. This Census 
will, therefore, represent identical 
establishments, and pay roll and 
sales information will also be 
published for such _ identical 
establishments for the calendar 
years 1935 and 1937 and the first 
two quarters of 1938. This will 
provide a basis for direct com- 
parisons of the same establish- 
ments for these periods and will 
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furnish a true picture of the sig- 
nificant changes that have oc- 
curred in retail and wholesale 
trade for a period of more than 
three years. 


COURT RULING ASSESSES 
CERTAIN GERMAN FILES 


(Washington Bureau 
of HARDWARE AGE) 





Files more than 7 in. in length 
imported from Germany were 
properly assessed at 774% cents 
per dozen under the Tariff Act 
of 1930, according to a decision 
by the U. S. Court of Customs 
and Patent Appeals. The Court 
made this finding in affirming 
the judgment of the U. S. Cus- 
toms Court which overruled the 
protest of George G. Wislar, the 
importer, who contended that the 
files were properly dutiable at 
45 cents a dozen because of the 
so-called generalization clause of 
the Reciprocal Trade Agreement 
Act of 1934, under which a re- 
ciprocal trade agreement was en- 
tered into between the United 
States and Sweden. Revised 
duties established under a recip- 
rocal trade agreement with the 
United States apply not only to 





the nation with which the agree- | 
ment is made but also to all coun- | 
tries with which the United 
States has a most-favored-nation 
treaty. It has no such treaty 
with Germany. 





PATTERSON BROS. 
IN NEW QUARTERS 


Patterson Brothers, one of 
New York City’s oldest hardware 
firms, is moving to a new loca- 
tion in the Park Row Bldg., a 
32-story structure which was for 
years one of the tallest buildings 
in Manhattan. 


| 


Patterson Broth. | 


ers moved to Park Row in 1858. | 


The firm’s new quarters comprise | 


the sub-basement, ground floor 
and second floor. 





UTICA CUTLERY REGISTERS 
“KUTMASTER” TRADE MARK 


Utica Cutlery Co., Utica, 
N. Y., has registered with the 
U. S. A. Patent Office, its trade 
mark, “Kutmaster” for pocket 
knives, household knives, and 
other types of cutlery. Although 
the mark has been used by the 
manufacturer for some time, it 
was not until recently that plans 
for expanding use of the “Kut- 
master” mark were made. 








(Washington Bureau 
of HARDWARE AGE) 


The Fulmer bill, under which 
the Bureau of the Census would 
be given blanket authority to 
collect business statistics of any 
type desired without the specific 
approval of Congress as required 
heretofore, is expected to die in 
committee. 

Senate Commerce Committee 
attaches reported after public 
hearings on the measure that 
Senator Bailey, chairman of the 
sub-committee handling the bill, 
would not recommend favorable 
action this session. The bill has 
already been given House ap- 
proval. 

No opposition was raised 
against the measure while it was 
pending on the House side al- 
though some developed during 
the Senate hearing when other 
Government departments _ pro- 
tested against giving the Census 
Bureau power to compel busi- 
ness firms to send in the re- 
quested questionnaires. 

Dr. Stuart Rice, head of the 
Central Statistical Board, the 
| Government’s clearing house for 

statistical gathering bureaus, tes- 
tified that such power conferred 
| upon only one department would 
‘be discriminatory and that if 





FULMER BILL PASSAGE UNLIKELY 


granted it ought to be granted to 
all. 

Spokesmen for the Census Bu- 
reau pointed out that mandatory 
returns are already required in 


| specific census authorizations but 





the power had never been en- 
forced. Dr. Virgil Reed, assistant 
director of the Bureau, told the 
committee that the compulsory 
factor does not include retailers 
but that Section 2 of the bill 
gives blanket authority to collect 
figures from retail establishments. 
He asked that the department 
be given the power to collect 
“any needed information on 
business concerns” to avoid the 
necessity of asking Congress 
from time to time for specific 
authorizations. 

Even those opposed to the 
measure concede that the bill, 
if administered in accordance 
with the Census Bureau’s usual 
procedure, would be innocuous 
but many protested that the na- 
ture of the bill made it appear 
that sponsors were attempting to 
cover up the broader powers con- 
ferred upon the Bureau. On the 
surface, the measure appeared to 
cover only statistics on cotton 
seed oil and its broader implica- 
tions apparently went unnoticed 
when the measure was up for 
consideration in the House. 





HOWELL DISTRICT MGR. 
FOR ACME STEEL 
George P. Howell has been ap- 
pointed district manager of the 
strip steel division, Acme Steel 
Co., Chicago, for Wisconsin and 





GEORGE P. HOWELL 


upper Michigan. He is making 
his headquarters in the Guaranty 
Bldg., Milwaukee. 

For 17 years prior to his be- 
coming associated with Acme 
Steel Co., Mr. Howell was direc- 
tor of purchases for Seaman 
Body Corp. Previously he was 
purchasing agent for Buick Mo- 
tors Co. and Nash Motors Co. 
He is a former president of the 
Milwaukee Assn. of Purchasing 
Agents, and a former director of 
the National Association of Pur- 
chasing Agents. 





JERSEY TRAVELLERS ASSN. 
COMPLETES DANCE PLANS 


At the May 27 meeting of the 
Hardware and Allied Travellers 
Assn., 786 Broad St., Newark, 
N. J., all arrangements were com- 
pleted for the association’s first 
entertainment and dance which 
will be held Oct. 23, 1938, at the 
Robert Treat Hotel in Newark. 
The group plans to publish a 
journal, the proceeds of which 
will go to its sick relief benefit 
fund. 

Thirty members attended the 
meeting, at the end of which 
they viewed an entertaining and 
educational film about the man- 
ufacture of abrasive products by 
The Carborundum Co., Niagara 
Falls, N. Y. 


JERSEY RETAIL GROUP 
HOLDS OUTING, JUNE 19 


The third annual outing, 
games and dinner of the Hudson 
County (New Jersey) Hardware 
and Housefurnishings Assn. will 
be held Sunday, June 19, at 
Saltz’s Hotel, Mt. Freedom, Mor- 
ristown, N. J. Tickets are $2.50 
per person, children, $1.25. 
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LYLE HARPER BUYS TOYS FOR HIBBARD; 





‘HE SUCCEEDS HOMER STEDMAN, RETIRED 


Lyle Harper has been ap- 
pointed buyer of toys and many 
lines of sporting goods for Hib- 





H. A. STEDMAN 


bard, Spencer, Bartlett & Co., 211 
E. North Water St., Chicago. He 
will be responsible for the pur- 
chase of toys, velocipedes, coaster 
wagons, sleds, skates, fishing 
tackle, baseball, basket ball, 
foot ball, golf, hockey, tennis, 
and other kindred athletic goods. 

Mr. Harper became associated 
with Hibbard immediately upon 
his graduation from the Univer- 
sity of Chicago in 1911. He left 


the company’s employ in 1921 
but rejoined it in 1934. Previous 
to his recent appointment, he 
served as buyer for Hibbard’s 
automotive accessories division. 


Homer A. Stedman, whom Mr. 


| 





| Ave., New York City, N. Y., was 


graduated from Dalhousie Uni- 
versity, Halifax, Nova Scotia, 
with the degrees of Doctor of 
Medicine and Master of Surgery. 
While at the university, Mr. 
Deutsch played on many inter- 
faculty teams and was a member 


| of the varsity rugby football team 


Harper succeeds, is retiring from | 


active service after 30 years 
sporting goods buyer and after 
40 years of total service with the 
company. He 
cordance with the company’s re- 
tirement policy which provides 
that all house employees, includ- 
ing officers and other executives, 
retire at the age of 65. Mr. Sted- 
man receives a life annuity 
which the company has _pur- 
chased for him, in recognition of 
his long and exceptional record. 
Thirty-eight employees, in addi- 


during the present year. 


Spencer, Bartlett & Co. as an 
office boy and even at that time 
it was his intention to become 
associated with the 


retires in ac- | 


in his sophomore year. 





NASHUA GUMMED & 
COATED PAPER CO. 
DEDICATES BUILDING 


A modern new office building 
which now houses the adminis- 
trative personnel of the Nashua 
Gummed and Coated Paper Co., 
Nashua, N. H., has been form- 
ally dedicated to the founder of 
the company, the late James 
Richard Carter. His son, Win- 


: : @i- | throp L. Carter, now president 
tion to Mr. Stedman,-will retire | 


of the firm, conducted the cere- 


| monies which included the un- 
Mr. Stedman joined Hibbard, 


sporting | 


goods end of the business. He | 
side-stepped several promotions, | 


awaiting his chance in 
sporting goods division. When 
his chance came, he made rapid 
advances until he attained the 


the | 


veiling of two tablets set up in 


the lobby of the office building. 


FORMER FLETCHER STAFF 
HOLDS REUNION 


Former employees of the now 


| defunct Fletcher Hardware Co., 


position of buyer, over 30 years | 


ago. 








75th BIRTHDAY FOR 
OLIVER IRON & STEEL 


The Oliver Iron & Steel Corp., 
Pittsburgh, Pa., recently observed 
its 75th anniversary. Since the 
company was founded in 1863 
by Henry William Oliver, it has 
become one of the leading man- 
ufacturers of bolts, nuts, rivets, 
forgings, pole line hardware, and 


other products. Leading steel 
industrialists who at one time 
or another worked at its Pitts- 


burgh plant include Tom M. 
Girdler, chairman, Republic Steel 
Corp.; E. T. Weir, chairman, 
National Steel Corp., and James 
A. Farrell, retired president, 
United States Steel Corp. 

Henry S. Devens is chairman 
and Theodore F. Smith is presi- 
dent of the Oliver Iron and Steel 
Corp. 


STARLINE GOLFERS 
PLAY JULY 15 


Starline, Inc., Harvard, IIl., 
will hold its annual golf party 
on Friday, July 15, at the Big 
Foot Country Club, Fontana-on- 
Lake Geneva, Wis. The club is 
75 miles northwest of Chicago. 
As at previous golf parties, many 
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hardware manufacturers and 
wholesalers and their friends are 
expected to attend. The day 
will include lunch at $1.00, green 
fee, $1.50, and dinner $1.50. For 
those not playing golf, there will 
be other entertainment. 


RECEIVES HIS M.D. 
Irvin Deutsch, son of Mr. and 
Mrs. Hyman Deutsch, of the 
Bronxdale Hardware and Paint 


Detroit, Mich., recently held a 
reunion at the Detroit Boat Club, 
Belle Island. Thirty-eight were 
present. The Fletcher Hardware 
Co. discontinued its business in 


| 1913 at which time there were 


Co., Inc., 965-967 Morris Park 





IRVIN DEUTSCH 


73 employed in its organization. 
In 1923 the employees had held 
a reunion but had not met again 
until the past months. At the 
reunion everyone present was 
called upon to relate his con- 
nection with the company and 
his experiences of the past 25 
years. It was decided to meet 
again in 1940. 











CHICAGO SPORT SHOW 
AUGUST 7-10 


A Sports Equipment Exposi- 
tion will be held at the Stevens 
Hotel, Chicago, Ill., Aug. 7-10. 
The show will run concurrently 
with the Automobile Accessories 
Assn. trade show at that hotel. 
J. R. Mahon is general manager 
of the Sports Equipment Exposi- 


| tion, which makes its headquar- 


ters at the Stevens. Buying hours 
will be from 9:00 a.m. to 6:00 
p.m. 


P. O. DEPARTMENT PLANS 
CLEAN UP RURAL BOX WEEK 


The Post Office Department 
has designated the week of 
August 1 as “Clean Up Rural 
Box Week” in an attempt to 
remedy the unserviceable and un- 
sightly rural mail boxes that 
both retard the delivery of mail 
and detract from the natural 
scenic beauty of the highways. 
The Department states that the 
non-regulation, old type, top- 
opening boxes as well as make- 
shift receptacles which expose 
mail to the elements are par- 
ticularly to be deplored. It is 
the desire of the Post Office de- 
partment not only to correct the 
above-mentioned unsatisfactory 
situation but to encourage all 
rural mail patrons generally to 
possess pride in their boxes both 
in the manner of erection, neat 
stenciling, and tidy appearance. 





O'BRIEN IN WEST FOR 
INTERNATIONAL SILVER 


H. B. O’Brien has been ap- 
pointed manager of the Pacific 
Coast Sales Division of the In- 
ternational Silver Co., Meriden, 
Conn. He succeeds E. V. Saun- 
ders, resigned. 








ROOSEVELT COMMISSION TO STUDY BRITAIN’S 
TRADE DISPUTE AND TRADE UNION ACT 


(Washington Bureau 
of HARDWARE AGB) 

President Roosevelt’s move to 
send a commission to Great Bri- 
tain to study the British Trade 
Dispute and Trade Union Act 
has aroused speculation as to 
whether the Administration, 
faced with persistent complaints 
of a defective labor relations law, 
is moving indirectly to bring 
about revision of the law. 

Mr. Roosevelt emphatically 
denied that the step had anything 
to do with Wagner Act revision 
but most observers had difficulty 
in refraining from connecting the 
two together; and John L. Lewis, 
apparently concerned over the re- 


| port, said in a letter to Secretary 


of Labor Frances Perkins that 


| the CIO could not sanction such 





| 
| 


an enterprise and that its repre- 
sentatives would refuse to serve 
on the board. 

The President himself has fre- 
quently referred to the British 
Trade Disputes Act, usually 
when stressing a favorite point 
that the subject of labor relations 
is an evolutionary one and that 
any revision of the Wagner Act 
will inevitably come over a long 
period of time just as has been 
done in England from time to 
time. He reiterated this state- 
ment recently when asked if 
he considered the Wagner Act 
satisfactory. He pointed out that 


| labor relations in Great Britain 


| have reached a stage of develop- 


ment far ahead of those in this 
country. 
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ARTHUR P. VAN SCHAICK PASSES 


Death comes to prominent hardware 
man on train en route to Chicago 


Arthur P. Van Schaick, former 
Chicagoan and nationally known 
hardware manufacturer, died 
June 8 while travelling from 


A. P. VAN SCHAICK 


New Orleans to Chicago on the 
Panama Limited. Following a 
month’s vacation at Beaumont, 
Cal., Mr. Van Schaick was en 
route with Mrs. Van Schaick, to 
their home at Southport, Conn. 
While Mr. VanSchaick had lived 
in the east since 1919, he was in 
Chicago frequently, and was a 
popular member of both the 
Chicago Athletic Association 
and the Union League Club. He 
was a former officer of the Ex- 
moor Country Club. 

As Vice-President in Charge 
of Sales for the American Chain 
& Cable Co., Bridgeport, Conn., 
Mr. Van Schaick’s duties carried 
him to all parts of the country, 
and he possessed a wide ac- 
quaintance in manufacturing, 
wholesaling and railroad circles. 
He was also a director of the 
American Chain & Cable Co., a 
director of the Chain Institute, 
and former president of the 
American Hardware Manufac- 
turers Association. 

Born in Chicago Dec. 29, 1882 
he was the son of Mr. and Mrs. 
Anthony Gerard Van Schaick, 
and the grandson of the late 
Governor Harrison Ludington of 
Wisconsin. The family carried 
on extensive lumbering opera- 
tions in Wisconsin and Mich- 
igan and later in the south. 

Mr. Van Schaick attended 
Asheville School, graduating in 
1902, then went to Williams Col- 
lege. He was a trustee of Ashe- 
ville School. 

His early business experience 
was with Pittsburgh Plate Glass 
and Lackawanna Steel. In 1919 
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he joined the American Chain 
Company as manager of sales 
with headquarters at Bridge- 
port, Conn. 

In 1906, Mr. Van _ Schaick 
married Miss Helen Wray Boul- 
ton, daughter of the late Mr. 
and Mrs. George D. Boulton at 
Highland Park, where the family 
resided until 1919. There are 
three children, Mrs. Sewell 
Emerson wife of the Reverend 
Mr. Emerson of Norwalk, Conn., 
Gerrit Van Schaick of Chicago, 
and Helen B. Van Schaick of 
Southport, Conn. 

The deceased was an active 
member of the Episcopal Church 
and the Masonic Order. 

Funeral arrangements were 
not completed as we go to press, 
but it is expected that burial 
will take place at Forest Home 
Cemetery Milwaukee, Wisconsin. 


CHESTER A. VAN HORN 


Chester A. Van Horn, 53, man- 
ager of the government and pub- 
lic utilities department for the 
May Hardware Co., Washington, 
D. C., passed away June 4 after 
an illness of six weeks. Previous 
to his becoming a department 
manager for the May company, 
Mr. Van Horn was city sales rep- 
resentative. He started with the 
company as a clerk and later was 


CHESTER A. VAN HORN 


advanced to a salesman in which 
capacity he served 20 years be- 
fore being brought into the office 
in an official capacity. 


JOHN SAHND 


John Sahnd, 60,  secretary- 
treasurer of the J. B. Schorder 
Co., builders hardware manufac- 
turer of Cincinnati, Ohio, passed 
away, May 27, after a lengthy 


| position 


illness. Mr. Sahnd had been 
with the company for 42 years, 
having worked his way up to the 
of secretary-treasurer 
from a clerkship. 





HENRY A. NORTON 


| Henry A. Norton, associated 
| with R. Wallace & Sons Mfg. | 
Co.,  silversmiths, Wallingford, 
Conn., passed away recently. Mr. 
Norton had been a director and 
secretary of the company. 


W. L. VAN VALKENBERG 

Wallace Leroy Van Valken- 
berg, 56, executive of the Van 
Valkenberg L. D. Co., Williman- 
sett, Mass., manufacturer of 
novelties and toys, passed away 
recently after a long illness. 


WEAVER R. KENDALL 


} 
| 
| 
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Weaver R. Kendall, 63, secre- 
tary-treasurer Stewart Bros. Hard- 
ware Co., Memphis, Tenn., passed 








| receiver. 
| the 


WwW. R. KENDALL 


Cc. L. SCHOONOVER 


C. L. Schoonever, president 


| and general manager of the War- 


ren Tool Corp., Warren, Ohio, 
passed away recently. He was 69. 
Mr. Schoonover began his busi- 


| ness career in 1892 as a book 


keeper for the Neracher Sprink- 


Cc. L. SCHOONOVER 


ler Co. of Warren. When this 
company was reorganized as The 
General Fire Extinguisher Co., 
Mr. Schoonover continued with 
the organization retaining succes- 
sively the positions of department 
cashier, superintendent of en- 
gineering and construction, assis- 
tant plant manager to plant man- 
ager in charge of pipe fabricat- 
ing shop and fittings foundry. In 
1931 he became connected with 
the Midland Bank at Cleveland, 
Ohio, as trustee of The Warren 
Tool & Forge Corp. He operated 
that business for 14 months as 
for the trustee and the 
Upon reorganization of 
into the Warren 


agent 


company 


| Tool Corp. in 1932, he was re- 


away June |. His death occurred | 
7 ear | 
| five weeks after he was injured | 
. . . 
| in an automobile accident. 


tained as the president and gen- 
eral manager of the new com- 
pany. 








HARDWARE BRIEFS 








MICHIGAN 

The Manton Hardware Co., 
Manton, Mich., has been moved 
to a building formerly occupied 
| by the Post Office. The concern’s 
previous location will be used 
for implements, storage, and 
stock rooms. 


NEW YORK 


John Sagan has opened a new 
hardware store at 128 South St., 
Oyster Bay, N. Y. 


The Tuxedo Home _ Service 
Corp., Tuxedo Park, N. Y., is 


the new name of 


the former 
Oram and Barnes, Inc. 


RHODE ISLAND 


The building housing the 
Thomas C. Mee Hardware store, 


| Woonsocket, R. I., was recently 


destroyed by fire. 
SOUTH CAROLINA 


The Ruff Hardware Co., Co- 
lumbia, S. C., has opened a 
branch store at 528 Harden St., 


| that city. J. Platt Davis, who 


has been in the main store at 
1649 Main St. for several years is 
managing the new branch. 
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NRHA Congress Program 
Gets Under Way 


French Lick Springs, Ind., will 
be the scene of the three day 


congress beginning on July 12 


VARIETY of topical sub- 
A jects is planned for the 

29th annual congress of 
the National Retail Hardware As- 
sociation, July 12-14, amidst the 
rural splendors of the French 
Lick Springs Hotel, French Lick 
Springs, Ind., home of the fa- 
mous Pluto Water, known the 
world over. Hardware dealers will 
find the convention scene within 
easy reach by virtue of the ex- 
cellent transportation facilities 
available. 

The hotel is set amid a huge 
wooded 4,000-acre estate in the 
hills of southern Indiana, removed 
from any large urban center. The 
hotel affordss a pleasant retreat 
and offers many recreational op- 
portunities such as golfing, horse- 
back riding, swimming, tennis, 
skeet, shooting and hiking. The 
estate also has two fine 18-hole 
golf courses. 

The three-day program has 
been planned with a view of giv- 


VEACH C. REDD 
Cynthiana, Ky. 
N.R.H.A. Vice-President 
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ing attending dealers a_ broad 
insight not only into their every- 
day business problems but into 
the economic and political fac- 
tors bearing directly upon their 
business welfare. 

C. G. Gilbert, N.R.H.A. presi- 
dent, will start the congress on its 
way Tuesday morning, July 12, 
with an address on “A Sane Look 
Ahead,” in which he will review 
past and future association activ- 
ities and discuss the future of the 
retail hardware trade. “The Eco- 
nomic Outlook” will be the sub- 
ject next in line for discussion by 
a speaker not yet selected. George 
S. Olive, president, George S. 
Olive Co., public accountants, 
Indianapolis, Ind., will wind up 
the first session with a discussion 
of laws already enacted affecting 
business and also of pending leg- 
islation. 

Tuesday afternoon, a speaker 
yet to be selected, will talk upon 
“The Future and Its Opportuni- 
ties.” Harold B. Bergen, Mc- 
Kinsey, Wellington & Co., man- 
agement engineers, Chicago and 
New York, will follow with 
“Management and Personnel” in 
which he will dwell upon new 
merchandising outlook and meth- 
ods with emphasis on the need 
for understanding the community 
of interest between merchants and 
employees. 

On Wednesday morning, July 
13, George A. Fernley, secretary, 
National Wholesale Hardware As- 


‘sociation, will open the congress 


with a talk on “The Service of 
Wholesaling” in which he will 
outline the obligations of the 
wholesaler to the retailer and dis- 


Cc. G. GILBERT 


F. M. Gilbert & Son. 
Oregon, Ill. 
N.R.H.A. President 


cuss the necessity for teamwork 
between the two. William E. 
Cross, vice-president and _ trea- 
surer, Clemson Bros., Inc., Mid- 
dletown, N. Y., follows with 
“Place of the Producer,” a sub- 
ject which will embrace the mov- 
ing of goods from the producer 
to the consumer and the impor- 
tance of the final purchaser re- 
ceiving the merchandise at lowest 
cost consistent with fair profit for 
producers and distributors. The 
final subject of that session will 
be “Holding the Merchandise 
Line” with Chester A. Crider, sec- 
retary, Butler Brothers, Chicago, 
as speaker. Mr. Crider will talk 
on store management and recog- 
nition of the retailer’s place; value 
of planning and of rendering 
proper service to consumers; im- 
portance of aggressive individual 
selling. 

The afternoon session will hear 
Edward V. Oehler, sales man- 
ager, Briggs & Stratton Corp., 
Milwaukee, Wis., on “The Unde- 
veloped Farm Market” in which 
the sales possibilities of the farm 
market will be pointed out to the 
dealers. “Meeting the Consumer” 
is the final subject for discussion 

(Continued on page 84) 
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Paint Up and Summer Pest 


HE natural desire, with the 
coming of summer, is to 
“spruce up” the old home- 


stead, which means plenty of 
painting, polishing, mending of 
screens, etc. 

To you, Mr. Hardware Dealer, 
this means “profit”, providing you 
cash in on the sale of the various 
items much in demand during the 
summer season. A small invest- 
ment in attractive window displays 
featuring these items is ample in- 
surance that you will get your 
share of the business. The striking 
window displays shown above can 
be very easily duplicated in your 
store—without your having the 
knowledge or skill of a trained 
professional displayman. A little 
enthusiasm and some ingenuity on 
your part will readily reveal how 
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simple it is to’set up attention 
compelling displays. 

Planned window displays are 
always a good investment and the 
“hit or miss” method of merely 
standing unrelated items in your 
window is as passé as the old col- 
ored bottles that used to hang in 
drug store windows. A concentra- 
tion of effort on seasonal items, at 
a time when such items are in de- 


mand, spells PROFIT in capital 




















letters. Your store prestige is re- 
flected in your window displays. 
All of the materials shown in these 
displays are stock items—ready 
for immediate delivery—and eas- 
ily obtained at a low cost. 
Materials required for _ the 
“Paint Up” display consist of a 
background of scarlet and black 
Acme Redi-Trim (48-in. width) 
costing $3.00 per roll of 25 ft., one 
dozen 6 by 8-in. oblong Redi-Caps 
at $2.40 per dozen and one roll 
of Acme Redi-Trim awning (20 
in. wide by 25 ft. long) which 
costs $2.50. This leaves plenty of 
Redi-Caps and awning for trim- 
ming the “Summer Pest Control.” 
The pedestals, or columns, are cut 
to fit the oblong Redi-Caps which, 
when assembled, make sturdy pil- 
lars on which your merchandise 
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can be elevated. The silhouettes 
shown can be cut from a roll of 
Acme Redi-Trim by simply fol- 
lowing the squared-off design at 
the bottom of the pages. You will 
have very little difficulty duplicat- 
ing these silhouettes— making 
them the desired size by cutting 
them to scale in proportion to the 
size of your window background. 
The balance of the Redi-Trim can 
be used for lining showcases, mak- 
ing wall display backgrounds, etc. 

The “Summer Pest Control” 
window requires very little mate- 
rial. All that is required is one 
roll of Acme Redi-Trim awning 
(20 in. wide by 25 ft. long) cost- 
ing $2.50 for the entire roll; one 
dozen 6 by 8-in. oblong Redi-Caps 
at $2.40 per dozen and one roll, 
one-half Nile green and one-half 
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dark brown, Acme Redi-Trim (60 
in. by 20 ft.) at $3.00 per roll. 
Here, for a total price of $7.90, 
with plenty of material left over 
for future displays, you can set 
up a window display that will in- 
sure your receiving your propor- 
tionate share of the business in 
your locality. 















Control Window Displays 


If you are not particular about 
different color schemes appearing 
in your various windows, you can 
very well dress both your windows 
for $7.90, by ordering one com- 
plete set of materials instead of 
two. However, if you want con- 
trasting color schemes in your ad- 
joining windows, it will be neces- 
sary to purchase two complete 
sets of display material. 

All the display material featured 
in these suggested original window 
displays is available at the prices 
indicated, from Acme Window 
Display Service, Inc., 305 East 
46th Street, New York City. With- 
out charge you can obtain a very 
complete and helpful display ma- 
terials catalog from this organiza- 
tion—just mention that you are a 
reader of HARDWARE ACE. 
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These Displays Suggest 
Coolness in Summer 





—_——. 9" — 
Scale for cake of ice. 
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HE suggested window display the home during the hot days of 
on this page is designed to summer. Merchandise is displayed 


promote the sale of items which in symmetrical fashion with fix- 
aid in making life bearable in tures and backgrounds of a cool 
L K J \ M 6 F E D ¢ 8 a 


a 


ie 33° » 


Reverse to make panel for other side of window. Use dark blue background. 
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‘These Coleman Features Made Me 


STAR ON-HEATER SALESMAN !° 













MRS. BROWN, WOULD 
YOU LIKE A HEATER 
THAT WILL PROTECT 
YOUR CHILDREN 
AGAINST COLDS 
THIS WINTER? 







YOUNG MAN, THAT’S 
THE BIGGEST PROMISE 
YOU COULD MAKE ME! 









WANT A HEATER 
AS SMART-LOOKIN 
AS THAT NEW 


















“WHAT |! LEARNED 
ABOUT COLEMAN 
HEALTH FEATURES 

GAVE ME THIS OPENER 
..- AND HOW IT EXCITES 
MY CUSTOMERS!” 








/ 
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how they like that 
heat resisting Duro 


AND | KNOW YOU 


RADIO OF YOURS. 


No woman can forget this point—and 


WELL, THIS THAT'S NOT ALL; WHY, THIS 
COLEMAN THIS COLEMAN IS THE MOST 

G HEATER GIVES YOU BOTH AMAZING 
CERTAINLY CIRCULATING AND THING I'VE 
DOES HAVE EVER SEEN! 
THE LOOKS! 
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This demonstration of Coleman’s cir- 
culating plus radiant heat drives home 
extra value. 





handsome, tough, 
plastic finish! 











COLEMAN FEATU 
FROM THE FUEL. 












derstand Coleman’ s 
extra cost” 


NOW SEE HOW THESE 
“SQUEEZE” EXTRA HEAT 


WILL PLEASE 7 
MY HUSBAND! 


Man or woman, my customers can un- 


features . 





NO OTHER HEATER ON 
THE MARKET HAS ALL THESE 
“EASY-TO-SELL” FEATURES 
1. 35%GreaterVolume Air-flow 


RES 

















THAT 









2. ‘‘Focused-Heat’’ Reflector 
Doors 

3. ge Radiation that Speeds 
Up Air-flow 


4. Low-Flame Fuel Saver 

5. Built-In Humidifier 

6. High-Efficiency Burner 

7. Big Combustion Chamber 

8. Removable Fuel Tank 

9. ‘‘No-Stoop’’ Manual Heat 

/ Control 

i 10. Concealed Fuel Control 

: Valve 

11. Unitary Structure 

12. Weather-stripped Fire Door 

13. Modern Streamlining; No 
Unsightly Base or Legs. 









“extra heat at no 
. that’s what 





“EASY TO SELL THIS AUTOMATIC*L 22% =" 
HEATING SERVICE THAT PROVIDES EXTRA WARMTH! Chorus Coleman Dealers 


‘‘We’ve found the oil heateron 
which we can do a profitable 
selling job’’, say dealers. 


‘‘With Coleman’s 35 per cent 
extrawarm air circulation story, 
we sell warmer floors and fewer 
colds—that’s one big thing peo- 
ple want from a heater. With 
Coleman’s ‘heat fin’ construc- 
tion, we sell more heat from fuel. 
We show the. low-flame fuel 
saver and sell lower fuel cost. 


THE COLEMAN LAMP 
Wichita, Kans. Chicago, Ill. 


Philadelphia, Pa. 


And with Coleman’s optional 
automatic heat controls* we can 
sell workless heat—nothing to 
do but turn a knob!”’ 

Find out how Coleman puts 
extra profit into your oil heater 
selling... HowColeman features 
makeselling easier... HowCole- 
man construction helps save you 
service cost and grief! Write 
today! 


*Choice of atmospheric or electrical automatic 
heat controls, available at slight extra cost. 


AND STOVE COMPANY 
Los Angeles, Calif. 


Coleman QIL HEATERS 
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DEALERS!—DON’T WAIT! 
GET MONEY-MAKING 

COLEMAN FACTS NOW! 
SEND COUPON FOR DETAILS! 













: The Coleman Lamp & Stove Co., Dept.HA-10 j 


Wichita, Kans. Chicago, Ill. Philadelphia, Pa. 


Los Angeles, Calif. 
| Please send me full details about your 1938 
money-making Oil Heater Franchise. No] 


1 obligation to me. | 
ide icsncnieriericledenicadnensgediia | 
EET a OR | 

Town oi ee ee ] 
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PREPARE 
YOUR 


PORCH 


color—light or medium shade 
blue with the background for the 
frieze of polar bears and the cake 
of ice in dark blue. The accora- 
panying reduced sketches show 
how the background effects can 
be drawn to scale. The HARDWARE 
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Scale for sign on screen. 
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ACE interchangeable display fix- 
tures are used with this display. 

The window on this page fea- 
tures items which aid in making 
the porch a_ pleasant place in 
summer. The wall at the back 
can be made of heavy cardboard 
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and the accompanying scale chart 
shows how the effect of stones and 
mortar may be produced. A 
couple of potted evergreens be- 
hind the wall will add consider- 
ably to the general effectiveness 
of the display. , 

With the exception of the one 
display fixture shown between the 





chair and couch, the wall and the 
sign on the screen everything 
shown in this window is taken 
from stock. Incidentally, it might 
be well to use a light blue back- 
ground behind the wall to simu- 
late the sky. This is the type of 
window that should turn passers- 
by into customers. 
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Scale this height and width to accommodate the size of your window. 
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DO YOU DRAW UPON 
THE MOST COMPLETE 
LINE OF BOLT & NUT 
PRODUCTS IN America? 


Manufactured by THE LAMSON & SESSIONS CoO. 
CLEVELAND AND KENT, OHIO; CHICAGO AND BIRMINGHAM 


MILLED STUDS 


NO NuTS 


IF IT’S STANDARD IT’S STOCKED ‘w* - 





by [aman 


penny you want to keep your inventory down to the 
lowest possible investment consistent with good service 
fo your customers—and for that reason we suggest your rely- 
ing upon LAMSON & SESSIONS for your entire line of standard 
bolt and nut products. You can get every fastening that you 
sell from LAMSON—in one shipment, on one bill of lading, at 
oe time—packed in the well-known trade-marked carton 
which won the All-America Package Competition Award for 
high merchandising display value. This modern carton is 
three times stronger than any carton used before! It stands 


PmOLkLTS «© © BUTS ee 


LAMSON & 


SCO TrFTE BSB * 


*- 


up under repeated handling without soiling and keeps the 
products clean until sold. LAMSON merchandising men will 
gladly advise you regarding your stock so that you can 
arrange the most economical balance between fast moving 
products and the necessary slow moving products. And 
this advisory service is based upon more than 70 years’ 
experience selling through the trade. Ask your Jobber for 
the LAMSON line. THE LAMSON & SESSIONS COMPANY, General 
Offices, Cleveland, Ohio. Five Plants at Cleveland and 
Kent, Ohio; Chicago and Birmingham. 


CAP SCREW S 


SESSIONS 








A display of this type would impress any prospective purchaser of wallpaper. 


Novel Display Doubles 


Wallpaper Sales 


N | OVEL methods of display 
have more than doubled 
sales of wallpaper during 

the last few months for the Red 
Feather Material Company, hard- 
ware store located on the boundary 
between Glendale and Los An- 
geles, Cal. Incidentally, Leo V. 
Butler, proprietor of the store, 
states that his recent experiences 
with this line have resulted in his 
decision to handle high-grade wall- 
papers. Prior to the adoption of 
the new display methods he had 
entertained the belief that his mar- 
ket, in this line, lay in the low- 
priced field. 

Mr. Butler has given over an 
entire corner of the store to the 
wallpaper department. In this cor- 
ner he has installed a nine-com- 
partment cupboard with nine 
doors, each door being over 7 
ft. in height. On the outside of 
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Extensive exhibits against natural 
backgrounds have increased business 
100 per cent during last few months 
for the Red Feather Material Company 


each of these doors are two nar- 
row shelves which slope upward. 
A roll of wallpaper can be laid 
in each trough and pulled down 
in much the same fashion as one 
pulls down a window shade. One 
of these shelves is 5 ft. from the 
floor while the other is 614 ft. 
high. This arrangement makes it 
possible to display two rolls of 
wallpaper on each door at the 
same time. And when they are 
partly unrolled it is an easy mat- 
ter for the customer to compare 
them. 

Each of the nine doors has been 
painted in a different color for the 
purpose of making the medium 


of display better and furnishing 
a natural setting for the paper. 
The colors used on the doors are 
those most frequently used in com- 
bination with wallpaper in pres- 
ent-day homes and are ivory, tur- 
quoise blue, pea green, lettuce 
green, orchid, pink, Chinese red, 
canary yellow and white. 

It takes just a second to show 
the customer how any wallpaper 
pattern will look in combination 
with any of the nine colors and 
the variety of combinations that 
can be quickly shown is infinite. 
The pulls on the doors are also 
in a variety of colors and are 


(Continued on page 80) 
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MS ersefionel NEW OILFIRED HEATER 


Heat in volume — with new 
revolutionary type fans 


These 


new 


type DUO-TANDEM fans, 


iltho small in size, move air in unusually 


ge volume and provide 
culation of heat 
wel economy by making LESS 


remarkable cir 
They bring about true 
HEAT a 
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Here it is! EVANOIL! The heater 
that is first to bring you—in a single 
compact unit — Reversed, Forced-Air 
Circulation, Floor-Level Warmth and 
a host of other outstanding new sell- 
ing points. It’s new! It’s revolution- 
ary! And judging from last year’s 
phenomenal sales of circulating heat- 
ers, alert dealers, who this year offer 
Evanoil, will be in a position to make 
a real sales clean-up. 

Why the Evanoil? Because an Evan- 
oil Heater, in addition to heating, 
provides positive air circulation like 
modern central heating and air condi- 
tioning units. It can completely re- 
circulate the air in an ordinary size 
room every 6 to 7 minutes. It dis- 
charges its heat at its base and hori- 
zontally distributes it to a distance, 
at floor level. 


ota 





ART MODERN DESION 


In SUMMER — with fire off and fans 
operating — it offers a unique and 
practical COOLING air - circulating 
unit. It is smartly styled —com- 
petitively priced —and_ unquestion- 
ably the one heater which this fall 
can bring you the lion’s share of 
heater business in your territory. 


A complete. line—backed by 
national advertising and 
effective sales helps 


Evanoil Heaters are built in a com- 
plete line of single and dual burner 
models in sizes to heat a single room 
or a four or five room home or apart- 
ment. In addition to national maga- 
zine advertising, Evanoil Heaters 
will also be backed by a complete 
program of dealer selling helps. 


It employs the simplest, safest, most Jy 
efficient method of oil firing known 
—with finger-tip control of high 


A brand new principle 


provides floor level heat 
The REVERSE AIR FLOW of the Bvanoil 
* an exclusive feature. By discharging 


MAIL COUPON for FREE BOOK 

no commitments on ordinary circulat- 
ing aters until you the remarkable 
new EVANOIL! Complete details — sales 


Make 


see 


Meiency 


the 


it floor level, 
3s to equalize 
ures and 


distributing it to a 
this Evranoil prin 
floor and ceiling 
greatly increases heating 


base and 


and low fire stages. It requires no 
complicated installation or servicing. 


TWO OTHER OUTSTANDING NEW EVANS PRODUCTS 


EVANOIL Automatic 
Storage Type WATER 
HEATER 


oil-fired 


A simple, com- 


elelal unit, priced 
Uses a 


Offers 
low 


for volume sales 


7-inch Breese Burner 
easy installation and 
cost operation. Many big 


selling points! 


EVANOIL Central 
Heating and AIR 
CONDITIONING Unit 


A compact, efficient oil-fired 


unit, using a Breese Burner. 
Offers many advanced features 
which bring Air Conditioning 
to a new high level of efficiency 


roTalo Me -taelalelisb J 


policy — finance plan — dealer cooperation — 
are all covered in this free, illustrated Plan 
Book. Mail the coupon for your copy TODAY! 


EVANOIL DIVISION 
OF EVANS PRODUCTS CO. 
DEPT. 10 DETROIT, MICH. 


SBS SSS SS SS SSS SSS SS SSS SE Se ee eee eee 


EVANOIL DIVISION of Evans Products Co. 
Dept. 10, Detroit, Mich. 


Send at once your free Evanoil Plan Book and name of nearest 


jobber. 
Name 


Address 


City 








1—Stuart Russell, J. Russell & Co.; Rod Chamberlain, Stanley Works; John Gillis, American Steel & Wire Co.; 
Percy Jenkins, Wickwire-Spencer Steel Co.; Harry B. Curtis, Bridgeport Hdwe. & Mig. Co.; Aubrey Hagar, Theo. 
C. Ulmer Co., and Frank L. Campbell, Fayette R. Plumb Co. 2—G. L. “Flick” Gilliam, Wood Shovel & Tool 
Co., secretary, Easierua Hardware Golf Ass’‘n. 3—Leo C. May. May Hardware Co., and L. Brewster Jackson, 


Wickwire Brothers, presenting tin cup to Harry Zulauf, Union Fork & Hoe Co. 


4—Jacob Disston, Jr., Henry 


Disston & Sons, Inc.; Leo C. May, May Hardware Co.; Geo. O. Clifford, Fayette R. Plumb, Inc., and Geo. H. 
Groff, Wm. H. Cole & Sons Co. Mr. Disston succeeds Mr. May as president of the Eastern Hardware Golf 


Ass'n. 


5—John Ora, “Mill Supplies”, and M. R. “Cy” Peck, The McKay Co., two of the winners. 


To the Shawnee Hardware Golfers 


By LEO C. MAY* 


TREMBLE and shudder and fumble in dread, 

I] roll and I toss and I fall out of bed. 
Afraid that my secret of shame and remorse 
Will throw me—like riding an unbroken horse; 
With shovel, and hatchet, and hand saws I’m jake, 
But a putt and a drive I hopelessly fake, 
A bunker to me is a guy in a bunk 
A niblick or mashie put me in a funk. 


If you know a sailor who ne’er went to sea 
I'm like him—a golfer who won’t use a tee; 

At one time it’s true I played pretty nice. 

In scoring I cut myself off quite a “slice,” 
Too expert and perfect I missed all the traps, 
So turned for excitement and vigor to craps. 
A caddie in apron, with pad in his grip 

Now adds up my score on a little white slip. 


In glasses and tumblers my total adds up 

So Mr. John Ora you’re safe with your cup 

Both humble and awkward this gravel I copped 

And into Rod Chamberlain’s brogans I flopped, 
*Written and read by Mr. May, vice-president, May Hard- 


ware Co., Washington, D. C., at the Shawnee, Pa., tournament 
dinner, Eastern Hardware Golf Ass'n, May 21, 1938. 


Tr 
To 


Past President and Poet Laureate, 
Eastern Hardware Golf Association 


It’s he who regards you an enemy mortal 

Unless you’ve a trio of butts on each portal 

His wit every month comes out to the “fore” 
With words to remember—three butts to “adore.” 


His pace had me working the year thru in sweat— 
The aid I was promised has not shown up yet. 
*Twas coming from Roddie who pledged all his help 
But never was near when I let out a yelp. 

With shiver and tremor and quiver I'd hope 

That Flick, the arranger, would come at a lope, 

But letters and contracts in feverish rush 

Went begging—while Flicker was filling a flush. 


] hung on and flung on and did what I could 

To handle the job in the way that I should 

I thought I was cut out to be a big shot— 

But a year with this gavel has proved I was not. 

I yield it, with many a sigh and an ache, 

To Disston, whose skill will make everything Jake. 
him you may look for a rule without flaws, 

He knows how to work things by using old Saws. 


So, Jake, here’s the gavel, and here are my thanks 
For making me able to rejoin the ranks. 
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THOMAS EDWARD 
AIKENHEAD, president, 
Aikenhead Hardware, Ltd., 
Toronto, Ont., Canada, is the 
first Canadian wholesale hard- 
wareman to become a member 
of the Harpware AcE Fifty 
Year Club. He grew up as a 
member of the Aikenhead 
company, having been a boy 
of 15 when he became an ap- 
prentice on Oct. 1, 1874. 
Young Thomas signed an in- 
denture which said in part, 
“Ridout, Aikenhead & Crom- 
bie agree to receive Thomas 
Aikenhead into their employ- 
ment for three months and if 
they are satisfied with him dur- 
ing that time to continue him therein for five years and 
Thomas Aikenhead accepts the same upon the following 
named conditions and terms, that he is to receive the sum 
of Eighty Dollars for the first year ending the first of 
October, 1875, and One Hundred Dollars for the second 
year, One Hundred and Fifty Dollars for the third year, 
Two Hundred Dollars for the fourth year and Three Hun- 
dred Dollars for the fifth and last.” The store hours when 
Mr. Aikenhead started with the company were from 7 A.M. 
to 7 P.M. and he received no holidays until his third year 
when he was given ten days’ vacation. He had to open the 
store in the morning and clean stoves, light fires—during 
the cold months—clean windows, floors, etc. At night he 
had to lock up the offices and store of the company, his job 
including the lifting and placing of four 80-lb. shutters 
for each of the five windows. Fishing, sailing and music 
are his chief recreations. Of his hobbies he says, “Early in 
life I learned to play the violin, and while I never achieved 
the ability of any of the present great artists, it gave me a 
lot of pleasure and brought me in touch with good music. 
Speckled trout and black bass are the fish that I have tried 
to catch at odd times and I believe that I can honestly say 
I have caught my share.” His two sons are associated with 
him in business—James is general manager and Wilfrid 
is secretary-treasurer. 





T. E. AIKENHEAD 


JUNE 16, 1938 


Hardware Age 
Fifty Year 
Club 


F. W. ARNDT, owner of 
The Arndt Hardware, Blair, 
Neb., entered the retail hard- 
ware business in 1877 as a boy 
of 15. So well does he like the 
hardware business that he is 
still active as a dealer at the 
age of 75. He began his hard- 
ware career as a sales clerk 
and tin shop apprentice in the 
store of Blair Hardware, con- 
tinuing with that store and 
others for nine years. On Feb. 
5, 1886, he became a partner 
of G. G. Lundt in the firm of 
Lundt & Arndt. Since 1895 he 
has condueted the business 
under his own name as 
sole proprietor. A thoughtful, 
friendly and helpful man, his chief pleasures in life are 
making friendships and helping other folks. He has long 
been active in hardware trade association work, having 
served as president of the Nebraska Retail Hardware 
Association. He is also vice-president of the Nebraska 
Hardware Mutual Insurance Co. He has been a member 
and a director of practically every business organization 
which has been in existence in Blair during his long busi- 
ness career. 





F. W. ARNDT 


EDWARD T. GRAY, di- 
rector and western district 
manager, Devoe & Raynolds 
Co., Inc., New York City, paint 
manufacturers, recently cele- 
brated his 55th year as a Devoe 
man. Following the annual 
meeting of the board of direc- 
tors of his company he was 
tendered a banquet at which 
he was presented with a solid 
silver cigar box, engraved with 
the signatures of all of the di- 
rectors of the company. A seri- 
ous accident suffered by his 
father in 1882 made it neces- 
sary for Edward T. Gray, who 
was then but 12 years of age, 
to help in the support of his 
family. Mr. Gray became an errand boy for the Chicago 
office of Devoe & Raynolds and has been affiliated with 
that concern ever since. Five years later he was given his 
first opportunity as a traveling salesman covering Wis- 
consin. At 21 he was doing so well that he was married 
and living in Oshkosh, Wis. His successful completion of 





EDWARD T. GRAY 
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his duties as a traveling salesman soon brought him a 
promotion when he was made general salesman. In 1917 
he was transferred to the Devoe Chicago branch to assume 
the duties of general sales manager of that branch. Since 
1924 he has been western district manager, and shortly 
after that responsibility was given to him he was elected a 
member of the board of directors. He is an ardent golfer 
and an accomplished angler. For two years he was presi- 
dent of the Chicago Executives Association. 


A. C. WITTE, presid nt, 
Witte Hardware Co., Aber- 
deen, S. D., came to this coun- 
try in 1879 from his native 
land, Germany, and a year 
later entered the hardware 
business in Faribault, Minn. 
He and the late A. W. Mueller 
entered business under the 
firm name of Mueller & Witte. 
moving the business the next 
year to Aberdeen, S. D., where 
Mr. Witte has continued his 
activity as a hardwareman. 
The Witte Hardware Co. was 
incorporated in 1902, after 
the passing of Mr. Mueller. 
Eighty-one years young, Mr. 
Witte is active head of the 
company bearing his name and is at the store every busi- 
ness day, unless he happens to be out of town. He has 
traveled throughout the United States and has made exten- 
sive trips in Germany and other European nations. Al- 
though his chief interest is the hardware business, he has 
found time to serve Aberdeen in various public offices and 
to take a leading part in the fraternal organizations of 
which he is a member. He is treasurer, Mueller Building 
Co.; vice-president, Home Building & Loan Association, 
and president, Masonic Temple Association, all of Aber- 
deen. Mr. Witte is a former mayor of the City of Aberdeen 
and has served as an alderman and as chairman of the City 
Zoning Commission. He is a 33rd degree Mason, past 
commander of Knights Templar. past potentate of the 
Shrine and past grand patriarch of Grand Encampment. 
1.0.0.F., South Dakota. During the World War he was a 
member of the South Dakota Council of Defense. 
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EUGENE SMITH, a trav- 
eling salesman for Blish, Mize 
& Silliman Hardware Co., 
(Atchison, Kan., wholesale hard- 
ware distributors, went with 
that house in August, 1883. 
Mr. Smith spent five years as 
an order clerk in the company’s 
headquarters and then went on 
the road as a salesman. Ever 
since November, 1888, he has 
been continuously traveling 
for Blish, Mize & Silliman. He 
is privileged today to continue 
serving three stores whom he 
began to sell in his earliest 
days as a salesman. Now a 
“young man” of 71, he still 
enjoys traveling and meeting 
customers and thinks that the hardware business is just 
about the best one there is. He has always enjoyed the best 
of health. His greatest pleasure is being with his family. 
Mr. Smith’s favorite diversion is playing a game of cards. 





EUGENE SMITH 
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BUCK WILLIAMS, pres- 
ident and genera. manager, 
Williams Hardware Co., Fort 
Smith, Ark., wholesale dis- 
tributors, first became a hard- 
wareman on Jan. 6, 1888. Al- 
though christened William 
Buckener Williams he found 
that folks liked to call him 
Buck Williams, or just “Buck” 
so he has since used the name 
Buck Williams. When he 
opened his store in Hackett 
City, Ark., he had a sign 
painted with his name, W. B. 
Williams, and found every- 
body calling him “Mr. Wil- 

BUCK WILLIAMS liams.” The sign was soon 

changed to read, “Buck 
Williams,” whereupon folks started to call him by his 
nickname. In 1894 the Hackett City store was closed, 
Mr. Williams opening one in Van Buren, Ark. He closed 
the Van Buren business Dec. 31, 1899, and joined B. F. 
(Atkinson in Fort Smith on New Year’s Day, 1900. The 
Atkinson concern, which at that time was a wholesale 
and retail hardware company, became the Atkinson- 
Williams Hardware Co. On May 15, 1930, the company 
which has long been a strictly wholesale house, assumed 
its present name. Mr. Williams, who enjoys good health 
at the age of 73, is most interested in his home, his busi- 
ness and his health. He is a past president of the board 
of commissioners for the Sebastian Bridge District. 
which handled the building of a million dollar free 
bridge. Final settlement for the bridge will be made this 
coming October. 





WILLARD E. ALTER, 
secretary, Logan-Gregg Hard- 
ware Co., Pittsburgh, Pa.., 
wholesale hardware distribu- 
tors, first became affiliated with 
that company on Sept. 13, 
1887. Excepting two short pe- 
riods, away from that com- 
pany, he has spent all of those 
years with the Logan-Gregg 
folks. He was but 16 years of 
age when he first went with 
Logan-Gregg, starting there as 
bill clerk in the store. Subse- 
quently he was bookkeeper 
and inside salesman, after 
which he was given a territory 

WILLARD E. ALTER to cover. For a number of 

years he traveled for the com- 
pany, but resigned about 1902 to go to California, where 
he remained for six months as an employee of California 
Hardware Co., Los Angeles, Calif., wholesale distributors. 
When he rejoined the Logan-Gregg company he took an 
inside position. A few years later he again resigned from 
the wholesale house and entered the retail hardware busi- 
ness for himself in East Liberty, Pa. He devoted his entire 
time to his retail store for a time and then took on a terri- 
tory for Logan-Gregg, giving part of his time to his own 
establishment and the balance to selling for the wholesale 
house. Mr. Alter decided, after about two years in the 
retail business, to sell his store and spend all of his time 
in the wholesale business. He enjoys several hobbies. He 
particularly likes gardening and cultivating flowers, but 
also finds considerable pleasure in doing oil paintings of 
landscapes. 
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Your typical clothes line customer is a woman who has just had 
the unpleasant experience of a broken clothes line. She is in no 
mood to repeat this annoyance and expense. If you can explain 
why a better line will wear longer and prove more economical, 
she will gladly pay the few cents extra it costs. To assist you in 
grading up clothes line sales, we have prepared a booklet, 
“How To Sell Clothes Line.” Write for a free copy. 

To meet demands of those who want the best clothes line, you 
can recommend PHOENIX SASH CORD, an exceptionally 
durable line that will outlast at least three cheaper clothes lines. 
Where price is important, WHALE CLOTHES LINE is an 
unusually fine line at low cost. Both are solid braided cotton 
yarn—not roving—and are free from the loading that detracts 
from the strength and durability of low grade braided cord. 
We manufacture a variety of lines to fill every requirement for 
price and quality. Write for our new price lists. 
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BUY GOODS 
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Thoughts on Collections 


By SAUNDERS NORVELL 


r YHERE is one organization 
in the United States for 
which I have the greatest 

respect. I have watched the de- 
velopment of this organization 
from a small beginning a number 
of years ago, up to the present 
time. I have never attended one 
of their meetings. I do not know 
any of their officers. I have never 
exchanged letters with any of 
them. But whenever in the papers 
I see a report of the National As- 
sociation of Credit Men. I always 
read it with interest, and I have 
seldom failed to gather informa- 
tion of value. This organization 
is constantly growing in strength 
and usefulness. Its president and 
other officials are often called upon 
by important bodies to make ad- 
dresses, and also to give their 
opinions on business conditions. 


Fair Weather Success 


Now I read a great deal, and I 
must admit that many of the ad- 
dresses I read in the papers, given 
by prominent leaders in business, 
to me are just a lot of inanities. 
It seems to me, and in saying this 
probably I am committing “hara- 
kiri,” that many of the leaders of 
business in this country have be- 
come leaders in a large measure 
through the force of circum- 
stances. They have become suc- 
cessful because they have been in 
the same business all their lives, 
and have strictly attended to all 
the details of their particular busi- 
ness. As long as general condi- 
tions were favorable, as long as 
the country was prosperous, as 
long as there were no serious 
changes in their line of business, 
just by the increment from the 
natural growth of the country, 
these men have succeeded. But 
now when the time comes when 
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great changes are taking place, 
when the old rules of business go 
by the board, when wider experi- 
ence and a larger outlook are 
necessary, some of these respected 
and revered leaders have shown 
by the ideas they express in their 
talks and by their policies, that as 
a matter of fact, they are totally 
unfit to be leaders. Of course this 
statement is not true of all busi- 
ness leaders, but it is my observa- 
tion that it is true of too many of 
them. 


Business Leaders 


I might say here that no man 
can be a great leader in business 
unless intellectually he has grown 
in advance of his business. He 
can pull his business along after 
him. On the other hand, if the 
business has grown ahead of him, 
all he can do is to try to push 
from behind, and pushing from 
behind is not great leadership. 

From what I read published 
by the National Association of 
Credit Men, these credit men ac- 
tually seem to have developed into 
leaders. Several of the credit men 
I know, just by reputation, I am 
sure have a more profound ap- 
preciation of the conditions sur- 
rounding their business than some 
of the heads of those businesses. 
Knowing the insides of a good 
many corporations, knowing the 
capacity and the methods of some 
of the presidents, it is actually 
humorous when some of these men 
die, to read what is said about 
them. In one case recently I hap- 
pen to know that the deceased 
president was what the politicians 
call a “Bourbon.” You know, one 
writer in referring to the Bourbons 
of France remarked that they 
never forgot anything, and they 
never learned anything. This man 


ruled his corporation with a rod 
of iron. The other directors and 
officers were simply “yes men.” Of 
course this “Bourbon” controlled 
the stock. After his death the 
papers eulogized him as being a 
great conservative, blessed with 
good, old fashioned common 
sense. As a matter of fact, his 
business was largely a success be- 
cause it was practically a mo- 
nopoly. Just what this man would 
have accomplished in a business 
exposed to excessive competition, 
is problematical. 

These thoughts, especially about 
the National Association of Cred- 
it Men are the result of a num- 
ber of letters I have received 
asking questions about problems 
of collections. One prominent 
stove man called the other day and 
remarked he had a very successful 
day. “Did you make a large 
sale?” I inquired. “Oh no,” he 
said, “but I collected half of a 
past due account, and got a note 
for the rest of it. My problem 
today,” he said, “is not selling, 
but collecting. The credit and col- 
lection situation today requires 
just as much thought, in fact prob- 
ably more thought than selling.” 


Efficient Credit Men 


Our sales managers and sales- 
men are very vociferous, but the 
credit man comparatively is very 
seldom heard from. An efficient 
credit man must be a_ broad- 
minded, tight-fisted, Scotch per- 
sonality. He must know when to 
expand and when to contract. And 
not only is he the credit man, but 
he is-actually one of the most im- 
portant sales factors in any busi- 
ness. The problem of course is to 
collect the money and still keep 
the customer. Most of the work 
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HIGH 
) TANDARD 
lOUSE PAIN! 


Lowe Brothers label answers the one big question which 
occurs to every prospective paint purchaser. More eloquently 
than mere words it says that every can of Lowe Brothers Paint 
contains the vital ingredients called quality and known de- 
pendability. 

Lowe Brothers label tells your customer that he can depend 
on quality unsurpassed during 67 years of faithful adherence 
to one rigid standard of manufacturing integrity. 

That’s why Lowe Brothers label clinches the sale—guards 
your good-will and converts purchasers into regular customers. 

Therefore, demand Lowe Brothers quality leadership to 
speed your sales—and Lowe Brothers exclusive franchise to 
protect your profits. For complete details of our aggressive 
merchandising program write to The Lowe Brothers Com- 
pany, Dayton, Ohio. 


ows Brothers 


PAINTS AND VARNISHES 
QUALITY UNSURPASSED SINCE 1870 
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NOT THE MOON! 


HAT “cratered” field up there is a sec- 

tion of one of the tough hickory 
planks on which every Russell Jennings 
bit is tested. Each separate bit is inserted 
into a fast-spinning chuck and the plank 
pressed against the point. Thus, we know 
before packing Russell Jennings bits for 
shipment that they are up to the “Jen- 
nings standard.” 

This “standard” is based on the many 
details that make perfection, such as ac- 
curate micrometric sizing of diameters, 
hand sharpening, exact centering of screw 
points, careful polishing and finishing, etc. 

Is all this necessary? We think so. We be- 
lieve that when you wrap up a bit and ring up 
the sale, you should make a bodster as well as 
a profit. And the good reputation which Russell 
Jennings bits have enjoyed for over 80 years 
proves that this is just what happens! 


Your Jobber Can Always Supply the Genuine 














AUGER BIT 





MANUFACTURED ONLY BY 


THE RUSSELL JENNINGS MFG. CO., CHESTER, CONN. 


No, that “orb” shown above is 
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of the credit manager is done by 
correspondence. He certainly must 
know human nature, how to ap- 
proach people, get them to remit, 
and still preserve their friendship. 

Now to get down to brass tacks. 
A hardware wholesaler writes me 
as follows: “In your time, did you 
collect accounts through the credit 
department in the house, or 
through your salesmen? Which 
is the better plan?” To this | 
answered : 


The Answers 


“A. In all of my business ex- 
periences, it was our policy to 
handle collections from headquar- 
ters. Practically all of the cor- 
respondence with the customers 
on this subject was from head- 
quarters. There were several rea- 
sons for this, the first being that 
the average salesman is a very 
poor collector. He is always 
afraid of losing an account. An- 
other reason is that if the collect- 
ing is done from headquarters by 
the credit department it does not 
lead to any ill will between the 
salesman and the customer. 

“This, however, does not mean 
that in some cases where the cir- 
cumstances justified it, we did not 
use the efforts of our salesmen in 
collecting. But cases where the 
salesmen could be of any great 
help were the exception, and not 
the rule. 

“B. Following the above re- 
marks, it will be evident that I 
believe the credit department 
should have very close contact 
with delinquent accounts. I have 
always made the statement that the 
right kind of credit department, a 
department that understands the 
art of making collections without 
creating ill will, is an important 
part of the sales department. Of 
course there are all kinds of credit 
men. I have known certain credit 
men who had the art and the abil- 
ity to collect money, even from 
slow accounts, and still hold the 
customers. Of course most of this 
work is done by letter, and this 
takes a past master at the art of 
letter writing. 

“Now here are one or two 
points that may interest you in 
collecting. In the first place, when 
an account gets very slow it fre- 
quently helps if the letter sent to 
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the customer bears the signature 
of the president of your company. 
E. C. Simmons, former head of 
the Simmons Hardware Company 
of St. Louis, in addition to being 
a remarkable salesman, was very 
good at collecting accounts. Mr. 
Simmons when it came to pushing 
an account, did not hesitate to say 
his own company needed the 
money, that they had notes coming 
due at the bank that must be met, 
and that in that respect they were 
no different from a small concern, 
his idea being the small dealers 
especially, always think a large 
concern has unlimited money. 

“He would impress upon them 
that while his company was a 
large one, they could be just as 
hard up as a small one. Then Mr. 
Simmons in writing his letters 
always put them on a _ personal 
basis. For instance, he would 
write: ‘I know collections are slow. 
I know in common with all of us 
that you are having a hard time 
getting in money, but I would ap- 
preciate it as a personal favor 
and I won't forget it, if you send 
your check to me personally.” In 
other words, Mr. Simmons made 
it a personal matter between him- 
self and the slow payer. 


Personal Appreciation 


“One point he never forgot was 
when in response to his personal 
letter the customer sent a check, 
he would write this customer and 
express his personal appreciation. 
Some concerns as soon as they get 
a check, consider the incident 
closed. This is all wrong. Many 
a dealer who is hard up at one 
period of his business career may 
be prosperous at another, and re- 
taining this dealer’s personal good 
will should always be in the mind 
of the collector. 

“To illustrate this, I remember 
one time a certain building con- 
tractor sent us an order. It was 
quite a good sized one. They had 
been buying from us for some time 
and had been very slow in paying, 
in fact there was a balance on our 
books a month or two overdue. It 
was put up to me as president of 
the company as to whether we 
should fill this order. I hesitated. 
But I happened to know the men 
who were running this business. 
I knew they were giving it their 
personal attention. I knew they 





understood the contracting busi- 
ness fully. They were very hard 
workers. So I passed the order, 
but at the same time I wrote the 
head of the concern, a man about 
my own age and a man [| knew 
very well personally, that I did it 
purely and only on account of the 
character of himself and his broth- 
ers. I told him I knew he was 
hard up. I referred to his rather 
poor record in paying with our 
company, and | further said that 
if they would do their best to keep 
the account in reasonable shape 
we expected to continue to fill 
their further orders. 


Character and Success 


“Time passed and this concern 
spread out their operations to 
cover the whole United States. 
Later they did a lot of work in 
Europe and other foreign coun- 
tries. Today they are one of the 
biggest and richest contracting 
concerns in the United States. Now 
and then I still meet the head men 
of this company and they often 
refer to the letter I wrote. The 
point that appealed to them was 
the fact that I was selling them 
not on the basis of their assets but 
on the basis of their character. 
Needless to say, they paid their 
accounts in full and finally became 
discounters. We sold them many 
thousand dollars worth of goods. 

“Now there is one more point 
I wish to cover in regard to col- 
lections. If you feel that your 
customer cannot pay the account 
in full, supposing the account is 
three or four months overdue, pick 
out the first of one of the months 
and figure up how much the ac- 
count owes up to that date. Then 
write a letter, of course asking 
for all of the account, but saying 
if you cannot pay in full, please 
pay up to that fixed date, the 
amount being so many dollars and 
so many cents. This of course 
indicates to the customer that you 
have actually studied the account, 
and that your letter is not a form 
one. It is surprising how many 
dealers, especially in times of de- 
pression such as we are passing 
through now, will send a check 
paying up to a fixed date. 

“Of course salesmen should be 
kept carefully posted on the stand- 
ing of each account, even though 

(Continued on page 78) 
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Our Founder’s Seventieth Birthday 
—and Our Firm’s 


PF TIETH 


We are celebrating TWO birthdays, that of our Founder, and the Firm 
he founded. The Bruner-lvory Handle Co. was established in 1888. 


This company, now an Institution, is the result of an IDEA and an 
IDEAL of our Mr. W. E. Bruner, who fathered both. Fifty years ago, 
a lad of twenty realized the opportunity of converting the hickory 
timber which grew all around his home near Milan, Missouri, into 
practical use—i.e., handles, and it was his purpose to make the finest 
that could be produced. (Ten years ago, his firm began manufactur- 
ing Ash handles in addition. ) 





As his Seventieth birthday has brought our Fiftieth, this is evidence 
that his dreams and high principles have become realities. B-I handles 
are now being shipped not only throughout America but also to numerous foreign countries. This lad 
of twenty, then in the backwoods, succeeded in making his name and handiwork encircle the world! 


“B-P’ Hickory and Ash Handles 


W. E. BRUNER, FOUNDER 


The “Buy” 


This business has grown from a tiny shop where handles 
were shaved by hand to that which is one of the largest 
handle factories in the world, with a capacity of over 
1,200 dozen a day. The firm was recently operating at Heber 
Springs, Arkansas, as W. E. Bruner & Sons, Inc. In 1933, 
it acquired the Ivory Handle Company at Hope, Arkansas, 
and later moved its Heber Springs plant and headquarters, 
rebuilding and enlarging the factory at Hope. 


Though this concern is still under the general direction of 
our founder, the business is a partnership and so set-up that 
there is a partner and keyman in each pertinent position, 
whereby each division has personal attention, since the 
human element is a vital factor in this business. W. C. 
Bruner, a son, is head of our Hickory Handle Plant; R. M. 


—Line of Tool Handles — 


Bruner, another son, is Superintendent of our Ash Handle 
Plant, and Guy E. Basye is General Sales Manager. 


Our fifty years of experience in making handles has taught 
us the peculiarities of the various sections of the United 
States and foreign countries. For example, we know the vari- 
ous kinds of handles used in New England and California. 
The Palmeto Grub Hoe Handles are furnished to Florida, 
and the 42” Double Bit Axe Handles to the Pacific North- 
west, as well as the special requirements in between these 
four corners of the country. Some of our customers have 
been buying our Handles for from twenty to forty years! 


Age and Experience are additional features to the other 
factors in our favor! 


MUVER-TV ORY TAMIL Ol 


HOPE, ARKANSAS 


U. S. A. 


Hickory and Ash Handles of all kinds— 
made from carefully selected wind-strength- 
ened, fine quality Hickory and good, sound White 
Ash of dense texture known for its toughness. All 
handles are definitely guaranteed as to material. 
quality, grade, workmanship, uniformity, utility. 


Enormous warehouse stocks in Hope, Ark.; Bos- 
ton; Rome, N. Y. and Seattle. Special representa- 
tives in chief cities, as well as in foreign markets. 











Samples and catalogs 
sent to interested job- 
bers. Dealers and large 
users are invited to make simi- 
lar requests through jobbers. 


Let us KNOW YOUR NEED... we CAN HANDLE 11. 


3-A—Printed in U.S.A. 
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Bastard Files—Some leading 
makes of “mill run” mill bastard 
files were recently reduced about 20 
per cent. Other patterns and grades 
were not affected. 


Agricultural Rubber Belting— 
A 20 per cent decline on agricul- 
tural rubber belting, in both 28 oz. 
and 32 oz., has been announced. No 
change has been announced on the 
other grades. 

* * * 

Harness and Strap Work—A 
general decline of approximately 10 
per cent is reported as in effect 
about May 25 by leading manufac- 
turers of harness and harness ac- 
cessories, following the lower leather 
markets. Sales volume has been ex- 
tremely light this season, not only on 
the higher-priced harness assemblies, 
but even on the standard and 
popular-priced grades. 


* * * 


Brush and Paint Lines—With 
the fiscal year of most paint brush 
manufacturers ended on April 30, 
plans are now in the making for 
next season. Few price changes are 
expected on the volume sellers, in 
the 10 cent to $1 retail price range, 
but an over-supply of bristle 
is reported in the longer lengths. 
Linseed oil continues its downward 
trend, and is reaching an unexpect- 
edly low mark. The most recent 
declines were at the rate of 144 cents 
per gallon on May 27 and on June 3. 


* * * 


Mail Boxes—Sash Pulleys— 
One manufacturer is reported as 
having put out a 20 cent per dozen 
reduction on No. 1 and 60 cents per 
dozen on No. 2 approved R.F.D. 
mail boxes. A leading manufacturer 
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June 16, 1938 


ADVANCES 


DECLINES 


Some “Mill Run” Mill Bastard Files. 


Linseed Oil. 


28 and 32 oz. Agricultural Rubber Belting. 
Harness. Harness Accessories. Sash Pulleys. 
One Make Nos. 1 and 2 R.F.D. Mail Boxes. Cotton. 
Eagle Lead Oxides. Lead. Lead Products. Brass Pipe. 


Copper Pipe. 


of sash pulleys reduced prices to 
wholesalers last month on a sliding 
schedule, as an inducement for 
quantity orders. The decline ranged 
from 1 to 4 cents per dozen accord- 
ing to the volume purchased. 


* * * 


Carriage Bolts, Etc—Among 
the important manufacturing groups 
which have reaffirmed prices with- 
out change, for the third quarter of 
the year, are the makers of carriage 
and machine bolts, nuts, and heavy 


steel rivets. 
* * * 


Eagle Lead Oxides—The 
Eagle-Picher Sales Co., Cincinnati, 
Ohio, has announced a decline, as 
of May 27, in the prices of Eagle 
Lead Oxides, in barrels. 

% * * 

Copper, Tin and Lead—The 
current 9 cent domestic wholesale 
price of copper is being well held. 
Tin prices, by a further reduction in 
world production quotas, have re- 
acted from a recent low of 35 cents 
per pound, to above 381% cents early 
last week. Lead, after declining 25 


cents on May 23, was reduced an- 
other 25 cents per 100 lb. on May 
27, to $4 basis, New York—a new 
low since 1935.. Among the manu- 
factured products recently following 
these metal trends are sheet lead and 
lead pipe, down 25 cents per 100 Ib. 
Brass and copper pipe were re- 
duced late in May, 1% cents and 
214 cents per pound, base, respec- 
tively. 
* * * 

Commodity Prices — Moody’s 
index of average wholesale prices 
reached on June Ist. 130.1 per cent 
(of Dec. 31, 1931), a new low since 
January, 1934. A slight recovery 
followed last week, aided by tin, rub- 
ber and several other staples. Cot- 
ton prices at the end of May dropped 
below 8 cents, New Orleans. The 
international rubber regulation com- 
mittee, meeting on May 31, cut rub- 
ber export quotas for the third quar- 
ter in an attempt to reduce unsold 
supplies and bolster prices. Quotas 
for July, August and September were 
set at 45 per cent of maximum al- 
lowed shipments, compared with 60 
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per cent in the second quarter and 
70 per cent in the first quarter. Rub- 
ber prices in both New York and 
London advanced sharply following 
the announcement. The quota reduc- 
tion sets the smallest allotment yet 
made by the international committee, 
and means that about 14,000 tons 
less rubber will be exported each 
month during the third quarter than 
during the first. About 80 per cent 
of the world’s rubber output is con- 
sumed in the United States, but the 
demand here for rubber from tire 
makers and other large buyers has 
fallen sharply since last summer. 
* _ * 

Washing Machines — Despite 
the fact that household washers 
shipped in April aggregated 95,158 
compared to 185,328 in April, 1937, 
and a seasonal decrease from the 
March total of 117,025, it was never- 
theless the fifth largest April in the 
industry’s history, according to J. R. 


Bohnen, executive secretary of the 
American Washing Machine Manu- 
facturers’ Association. Household 
ironers shipped in April totaled 
7111 compared to 17,992 in April, 
1937, and to 10,727 in March. 

+ @ 

Poultry Supplies—In this sea- 
son of large crops with low farm 
prices, farm income is being spared 
a sharper drop by reason of the in- 
creasing sales of dairy and poultry 
products. Hardware jobbers report 
that the present season seems to be 
an unusually long one, in active de- 
mand for poultry supplies of all 
sorts. Many farmers find that, with 
today’s low feed prices, a_ better 
profit can be realized on eggs and 
poultry than on grain, or the other 
usual products of the farm. 

* * a 


Vacuum Cleaner Sales—R. J. 
Simmons, president, Vacuum Cleaner 


Manufacturers’ Association, stated 
that the industry sold $80,000,000 of 
its appliances last year. Excluding 
the records set then, April, 1938, 
was the third highest April in the 
industry’s history and sales in the 
first four months of this year simi- 
larly were the second highest ever 
recorded for that period. April sales 
totaled 112,100 compared to 190,536 
in the same month of 1937 and a 
seasonal lessening from the March 
total of 135,543. Sales for the Jan- 
uary-April period were 466,182 
units compared to 666,789 last year. 


* - @ 


Steel Pipe—Current bookings 
of pipe by the mills are holding 
steady, and estimates are that May 
sales about equaled April. Demand 
for standard pipe is helped by the 
fact that at this season many in- 
dustrial plants make their annual 
repairs and improvements. Pipe 
mills feel a slight benefit from the 
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April, 1938 
Number Sales Reported Number of Firms Showing 
of Percentage Change Change in Sales 
States by Regions Firms From From Thousands of Dollars From Apr., 1937 From Mar., 1938 
Report- Apr. Mar. Apr. Apr. Mar. In- De- Lessthan In- De- Less than 
ing 1937 1938 1938 1397 1938 crease crease 1% change crease crease 1% change 
East North Central ...... 429 — 8.7 +18.2 2420.8 2650.7 2047.8 153 262 14 334 89 6 
ois «a aes 133 — 3.7 + 98 687.4 713.9 6263 53 77 3 90 41 2 
SR ter ae 55 —12.3 +17.1 360.1 410.8 3075 20 32 3 39 14 2 
ere 126 —16.1 +196 698.4 832.7 584.0 32 87 7 108 16 2 
Wisconsin ............. 115 — 2.7 +27.3 674.9 693.3 530.0 48 66 1 97 18 0 
West North Central ...... 273 —17.7 + 3.1 744.5 904.1 7224 86 178 9 184 85 4 
ea och seo tsninwais 66 —158 — 4,7 261.5 310.6 2745 25 39 2 3 3% 1 
ere 75 —24.7 +11.0 166.4 221.0 1499 19 54 2 55 19 1 
Missouri ............. 77 -10.0 + 12 197.6 2196 1953 30 44 3 57 20 0 
Nebraska .............. 55 —22.2 +15.9 119.0 152.9 102.7 12 41 2 37 16 2 
South Atlantic .....:..... 37 —21.0 — 9.3 190.0 240.6 209.5 5 32 0 9 25 3 
Georgia ...... kina —27. —15.5 92.6 128.4 109.6 3 20 0 5 16 2 
South Carolina ........ 14 —13.2 — 25 974 112.2 999 2 12 0 4 9 1 
East South Central —e —25.6 —19 111.9 150.4 114.1 3 21 0 9 15 0 
Alabama .......... .. 24 —25.6 —19 111.9 1504 114.1 $3 2 0 9 15 0 
West South Central ....... 134 -15.8 + 08 795.2 944.1 7888 37 94 3 45 87 2 
MID on i Sve cccs caw 26 — 93 —15.7 97.5 107.5 115.7 9 16 1 6 19 1 
MD oo 52.5. x wed lostaes 34 —19.8 +15.6 345.9 431.2 299.2 6 27 1 13 20 1 
| ee a —13.2 — 5.9 351.8 405.4 373.9 22 51 1 26 48 0 
cs id taka tareten 100 —23.1 +13.5 499.4 649.1 440.1 23 75 2 72 27 1 
BIR, Vixtiddoennt amas 14 —17.4 +16.0 90.0 108.9 776 2 12 0 10 4 0 
ee 28 —22.8 — 0.1 92.4 119.7 92.5 § & 0 16 12 0 
ERE RS ee a 22 —23.1 +19.7 123.4 160.5 103.1 6 16 0 19 2 1 
Montana costtentay aa +26.2 125.9 1580 998 7 15 0 20 2 0 
Ee trac a srs xt we ope 311 — 83 + 8.7 16205 1767.0 1490.8 107 188 16 238 66 7 
ar 248 — 7.2 +71 13224 1425.5 1234.2 81 157 10 180 62 6 
| ASS ee: 24 —98 +31.0 131.3 1456 1002 11 12 1 22 1 1 
Washington ............ 39 —14.9 + 66 1668 19.9 1564 15 19 5 36 3 0 
ED. We a acc ccesctoan 1308 —12.6 +98 6382.3 7306.0 5813.5 414 850 44 891 394 23 
Total adjusted for the num- 
ber of working days 
i err ee 100.0 31.6 65.0 3.4 68.1 30.1 18 
SEER RE CaS pee 18 — 7.3 +19.9 52.4 S65 47 4 8 1 13 4 1 
Los Angeles ......... 52 — 0.2 — 92 243.4 243.8 2680 15 36 1 42 9 1 
ree on ae — 82 +28.5 35.6 38.8 27.7 . & 1 19 0 0 
San Francisco 8 —17.7 0.0 69.0 83.8 69.0 2 5 1 3 4 1 
Compiled by U. S. Department of Commerce. 
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- the Banner 
of Buality 


—quality that begins with Open Hearth Steel from 
Wickwire Mills, then full-sized wire, accurately drawn, 
perfectly woven and uniformly coated—Wire Cloth 
that is tough, good looking and lasting—that is 
Cortland Brand quality. 

@CORTLAND GRAYWICK—dull finished, galva- 
nized, electro-zinc coated and heavily enameled. 

@ CORTLAND BLACK— straight woven, true selvage, 
hard elastic enamel finish. 

@ ULTRA PREMIER—extra strong, 50% heavier than 
standard cloth, electro-galvanized and heavy pigment 
coated. 

@ CORTLAND BRONZE—Alloy of 90% copper and 
10% zinc, resists salt, acids, gases. Bright or antique 
finish. 

@ CORTLAND COPPER—from hard drawn .0113 
gauge copper wire, bright finish. 







All standard widths. 


Also extra wide widths 
above 48” to 72”. 






WIRE 
WIRE CLOTH 
POULTRY NETTING 
HARDWARE CLOTH 







ASK YOUR JOBBER 






WIRE NAILS 


WICKWIRE BROTHERS 


SerRTLAN Bee ew yo RK-:-:- 
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ym’ SALES 


Meet the big Jumbo of the Deadlock Family, the 
No. 6391B ILCO. It’s a husky brute, solid as 
a rock, with mammoth strength and a great 
reach in its extra-long throw bolt. A swell per- 
former, too; stays on the job for years and gives 
no trouble. ‘But while it works easily, this 
tough baby just can’t be pushed around. With 
all its weight, it is mighty impressive, being 
well proportioned and finished in black wrinkle. 
And it carries a smooth 5-pin tum- 
bler cylinder of the finest cast brass. 


We can help you show off this big 
guy to your customers, by giving you 
a mounted sample on each order for 
one dozen deadlocks. A postcard re- 
quest brings you all the dope. 


Write today for details 


INDEPENDENT 
LOCK COMPANY 


Fitchburg, Mass. 


Branches in all Principal Cities 
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little gain in residential construc- 
tion over a year ago. 
* & * 

Steel production—Steel busi- 
ness continues to decline in total 
volume, the first week of this month 
having dropped below the May aver- 
age, which, in turn, was lower than 
that of April, says the June 9 issue 
of The Iron Age. Ingot production 
remained at the previous week’s rate 
of 25 per cent of capacity, which is 
in reality a reduction because some 
mills operated only five days for 
that week. Tin plate, one item that 
is usually pointing upward at this 
time of the year, is in a contra- 
seasonal decline, operations having 
dropped to a range of 40 to 45 per 
cent. 

na * * 

Building Materials — There 

was a welcome uptrend in residen- 


tial building last month, compared 
with May, 1937,—the first gain since 
the current recession started. Dis- 
tributors are reporting a good cur- 
rent demand for insulating ma- 
terials. Lumber sales are running 
ahead of production, but chiefly be- 
cause the industry is controlling 
output more carefully. Common 
wire nails are moving out in vol- 
ume not much below a year ago. 
Sales of prepared roofing, on the 
contrary, are light. Residential 
building is still far depressed, de- 
spite May’s upturn. The Associated 
Press index, adjusted for seasonal 
and building material cost changes, 
stood last month at 51.9 per cent of 
the 1929-30 average, but was 24 
per cent above the recession low 
touched late in February. Most of 
the improvement over last year oc- 
curred in the middle west and south, 


while New England, New York, and 
the middle Atlantic states lagged 
behind 1937. Non-residential con- 
struction in the first half of May 
was 29 per cent less than the total 
a year ago. Public works and util- 
ities, however, were 17 per cent 
ahead. 
x * ~ 

Seasonable Activity—Season- 
able lines and “sale” merchandise 
are showing the best activity. Hard- 
ware retailers are fortunate in that 
today’s modern stocks include so 
many items catering to summer 
comfort and convenience, and to the 
hobbies of summer __ sportsmen. 
These will be carrying the stores’ 
chief volume during the next two 
or three months. From a number 
of typical localities, reports seem to 
indicate late May and early June 

(Continued on page 84) 
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Of Wholesale Hardware Sales and Cablections on Accounts Recewable 
By Geagraphic Regions, Zor April, 1938 


(COMPILED BY THE U. 5S. DEPARTMENT OF COMMERCE, 


Firms 
Re- 


Regions* porting 


Sales 


NEW ENGLAND 
MIDDLE ATLANTIC 
EAST NORTH CENTRAL 
WEST NORTH CENTRAL 
SOUTH ATLANTIC 

EAST SOUTH CENTRAL 
WEST SOUTH CENTRAL 
MOUNTAIN 

PACIFIC 


UNITED STATES, TOTAL 


CREDIT MEN) 


Sales Reported 


April 1938 
percentage 
change from 


April | Mar. April April 
1937 1938 1938 1937 
28.4 +12.6 710 991 
yA) + 0.2 4,750 
31.5 t+ 0.9 
11.3 3.8 
1.4 
9.3 
10.8 RA tite) 
4.6 916 1,202 
3,859 5,850 
27,349 36,912 


Thousands of Dollars 


IN COOPERATION WITH THE NATIONAL ASSOCIATION OF 


* 


Percent** of collections 
i during. month to 
Firms accounts receivable at 
Re- beginning of the month 
porting 
Collec- 
tions 


{ 


Mar. | April Apri! Mar. 
1938 1938 1937 1938 


631 48 60 45 


48 56 47 
54 62 50 
50 53 47 
49 56 49 
55 58 54 
53 58 54 
47 54 46 
51 59 49 


51 58 49 





**These figures should not be related to sales figures for current month. They represent only ratio of collections during that month 


to accounts receivable at beginning of month. 


*States comprising regions: 


New England (Conn., Maine, Mass., N. H., R. L, Vt.) 


Middle Atlantic (N. J., N. Y., Pa.) 


East North Central (Ill., Ind., Mich.. Ohio, Wis.) Mountain (Ariz., 
West North Central (lowa, Kan., Minn., Mo., Neb., N. D.. w 
S. D.) 
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South Atlantic (Del., D. C., Fla., Ga., Md., N. C., S. C., Va., 
W. Va.) 


East South Central (Ala., Ky., Miss., Tenn.) 


West South Central (Ark., La., Okla., Texas) 


Colo., Idaho, Mont., Nev., N. M., Utah, 


yo.) 
Pacific (Calif., Ore., Wash.) 


HARDWARE AGE 








~ 

















NOW. . ror que FIRST TIME.. 


CKINNEY 


OFFERS 


RVE-T1TE 


THE HINGE WITH LOOSE-PIN INSTALLATION 
AND TIGHT-PIN OPERATION 
DRIVE-TITE fills the long needed demand for a hinge 


offering quick and easy installation plus permanent security 
and safety. 

McKinney Drive-Tite Hinges are widely used in the 
automobile industry and have demonstrated their ability 
to ‘take it’ on the proving ground, where hinge pins must 
stay fast even though subject to us vibrati 

There's no extra cost for Drive-Tite Nineso—crtiiiile 
in plain steel—any standard finish. 


McKINNEY MANUFACTURING COMPANY, PITTSBURGH, PA. 










No. 2755 
Write for Details 


DESIGNERS AND MANUFACTURERS OF GOOD HARDWARE FOR 72 YEARS 








FOLLOW THIS STRAIGHT LINE 






FOR GREATER GLUE PROFITS 


R 
The Rogers Protective Sales Policy prohibits the sale of Rogers °GERs GLUE «9, 


Liquid Fish Glue to chain stores, group buyers, and mail order 


houses. All sales must go through the legitimate hardware trade A 


channels of distribution. 


Follow this straight line and you will avoid at These two deals 
the detours of cut prices and competition MOB, 
from non-hardware outlets. You will enjoy ER 


greater profits with Rogers. Rogers superior- 
ity over all other 


are profit makers. 


Ask your jobber today R ™ glues will enable you to obtain and hold 

about the Rogers Dis- ETAILER your customers. You will have a natural 

play Offer and the repeater that will steadily increase volume 

Rogers Dandy Deal. and keep your full profits intact. Don’t 
fail to ask your jobber about Rogers Liquid 
Fish Glue. 







QOGERS sswerass « GLUT QO. 


GLOUCESTER MASS. 





JUNE 16, 1938 

















Woe fw 


FOR RETAIL 


HARDWARE 
ares 








New and Improved Merchandise—Display Helps—Sales Literature— 
Window Trims — New Packages — New Colors — Catalogs 


Horton Economizer 


The Economizer, a new development 
in home laundering, is said to save 
from 50 per cent to 90 per cent in 
soap and one-third of the time in wash- 





ing and rinsing. The Economizer pro- 
vides filtered, soft water, removing all 
trace of the hardening minerals. It is 
attached as optional equipment to any 
Horton washer. To regenerate the Hi- 
Flow Zeolite element only two cups 
of ordinary table salt and two minutes 
time is required. Horton Mig. Co., 
Fort Wayne, Ind. 


Rubber Mat 
This mat allows plenty of drainage 
space. Maker states it eliminates 


chance of heel dropping through the 
mat. On standard stock size mats, a 
12-gage galvanized spring steel wire is 
used. In closing the wires, brass heads 
are used which are said to clinch the 





wire with a vise-like grip. Cooperative 
Crafts, Inc., 175 South Lexington Ave., 
White Plains, New York. 





Paint And Varnish Remover 
Ford’s “Wash-Off Paint and Varnish 


Remover” is applied with a fiber brush 
for ordinary applications, and with cot- 
ton waste or is sprayed on vertical 
surfaces. It should be applied liber- 
ally and allowed to stand approxi- 
mately 20 minutes and then washed off 
with water. More effective penetra- 
tion on baked enamel, lacquer and 
waxed surfaces will result by heating 
the remover to 120 degrees Fahrenheit. 
It will attack aluminum, zinc, tin plate. 
It should not be applied with wool. 
Ford Roofing Products Co., 11 W. Wash- 
ington St., Chicago. 





Motor Oil Package 


This new container has been de- 
signed for Super Galena Fortified Mo- 
tor Oil in one-and five-quart quantities. 


The panels of this novel package carry 
the manufacturer’s sales message. Gal- 
ena Oil Corp., Fifth and Butler Sts., 
Cincinnati, Ohio. 





Super-X Brand Extended 


Super-X brand ammunition has been 
extended to 55 Western center-fire car- 
tridges, ranging from the .218 Zipper to 
the .375 H. & H. Magnum. This repre- 





sents at least one, and in some calibres 
two or more popular cartridges de- 
signed for various types of shooting. The 
manufacturer will supply folders, 
broadsides, and other point-of-sale ma- 
terial. Western Cartridge Co. East 
Alton, Tl. 


Johnson’s Space Cooler 


Designed to set on window-sill; cool- 
ing accomplished by circulation of out- 
side air over an over-sized condenser. 
Made practically noiseless by use of 
sound-absorbing material on inside of 
the cabinet and careful, smooth run- 
ning balance of twin-cylinder compres- 
sor. Uses one-third horsepower G-E 
rubber mounted, belt tightener type 
electric motor. Suggested retail selling 
price, $159.50. Johnson Motors, Re- 
frigeration Division, Galesburg, III. 





HARDWARE AGE 














ax Hel 


Te LE Re 


TOUNTER 








HOW Ob) 










































ja ee 
- 

" aecalame 
\ 

ty 


Becked by 22 years of suc- 
e and a 
liberal gquerantee. You will 
be interested in full details 
of this popular line. 














MINOESTRO 


SMALL SETS4s0 TOGLS 





The large volume of merchan- 
dise Indestro manufactures 
permits you to have a com- 
plete tool department of uni- 
form tools, both counter and 
display boards. These at- 
tractively finished tools ap- 
peal as well to the man who 
hadn't thought of buying tools 
as to the man who comes in 
especially to re-equip his kit. 
Indestro unquestionably gives 
more effective an appeal at 
the vital point of sale than 
other tools or kits. Their 
prices are popular, their qual- 
ity the kind men praise, their 
sales are virtually automatic. 


Display the kind of tools men 
ere proud to own and your 
tool department comes to 
life. The complete indestro 
line of tools are money-makers 
in any man's language. 


it's easy to have a thriving 
tool department. You can 
start from scratch and keep 
adding, making a uniform de- 
partment. 


2665N.KILOARE 
CHICAGO. ILL. 









INDESTARO TOOLS 


BUILO BUSI 
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WHAT'S NEW 





IN HARDWARE MERCHANDISING 









NEW TWIST to a well 
known merchandising plan 
is this display card which 
cross merchandises cabinet 
hardware in the paint de- 
partment. This is one of 
five proven sales helps 
furnished free with Amer- 
ican Cabinet Hardware 
Deal assortments. 





AFTER PAINTING 
Install wOoLen ° Matched 


CADINET HASOWARE 









“KITCHEN GOLD” DISPLAY This unique demonstrating 
display shows actual samples of hardware for every type of cabi- 
net installation. Three design groupings at graduated price 
levels—with DeLuxe items in five color combinations. Four 
doors show actual installations of various types of hinges, pulls, 
and catches. Illustrated card in top section of display gives stock 
numbers, material, finish, and prices. Available to American 
Cabinet Hardware Jobbers and Dealers at moderate actual cost. 


MODEL DOORS such as 
shown at left serve the same 
purpose for smaller dealers by 
showing actual installations of 
cabinet hardware items. Sup- 


plied at cost to American 
Cabinet Hardware Dealers. 


“DOLLAR MAKERS” is 
the name of this booklet con- 
taining 25 tested merchandis- 
ing ideas from successful 
dealers, another of the five 
sales helps furnished free with 
American Cabinet Hardware 
deal assortments. 


Ask Your Jobber for complete details, or write us 
direct for complete information. 
American Cabinet Hardware Corp. 
Rockford jGY Mlinois 














SAGINAW, MICHIGAN 


TAPES - RULES . 
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Busy Days Ahead 


for Contractor, Carpenter and 


[UFAIN Tapes and Rules 


June days are building 
days. Contractors and car- 
penters are working at 
their peak. They need 
dependable tools. 


Are you ready with an 
adequate stock of the fast 
selling Lufkin Tapes and 
Rules? It will pay you to 
display them, talk them. 
Everyone knows the name 
Lufkin and knows it goes 
hand in hand with the best 
in measuring devices. 
Dealers are cashing in on 
the value of that name. 


UOFHK/IN 


New York City 





PRECISION. TOOLS 


Kerosene Mantles 


Made of specially selected Ramie 
fiber and double thread is used through- 
out. Maker states they are carefully 
shaped, correctly woven, and meshed 





and thoroughly saturated with finest 
quality of light-giving chemicals thereby 
assuring a clear white light. Packed 
three, six, and twelve dozen. Universal 
Mantle Co., Brookfield, Ill. 


Egg Beater Display 
The United Royalties Corp., 1133 
Broadway, New York, is furnishing free 
with 12 Ladd Beaters this attractive 
gh Fast Jyth Soe Time 
Sy pe —s 


De 
Caastructron Saves Money 
vent BALL BEARING bechore 4 Floats <eATERS 





display stand and sign, suggesting five 
different numbers from 50 cents to 
$1.50. 


Walworth Catalog 

Catalog No. 89 on valves, fittings, 
tools for steam, oil, water, gas, air and 
other liquids and gases, has been issued 
by the Walworth Co., Inc., Boston, 
Mass. There is a general index at the 
front of the catalog and an unusual 
type of sectional index in the center. 
divides the volume into two. 


Dasco Catalogs 


Two small catalogs on Dasco “dia- 
mond tested” cutlery and Dasco “dia- 
mond tested” tools have been issued by 
the Damascus Steel Products Corp., 


Rockford, Ill. 


Automatic Oil Drainer 


Quick oil changing and the elimina- 
tion of waste and dirt are improve- 
ments offered to automobile owners in 
the new Universal Automatic Oil Drain- 
er of the Bridgeport Thermostat Co., 
Bridgeport, Conn. This device uses 
the vacuum system of the car to remove 
used oil from the crankcase by suction. 
The unit consists of a valve attached 
permanently to the cowl and connecting 
with a detachable glass container for 
used oil. Windshield wiper vacuum 
line is tapped by a metal “T” tube and 
connected with the valve by an oil-re- 
sisting rubber hose. A second rubber 
hose connects the valve with the top 
of a syphon stick which is inserted in 
the oil level stick hole. Syphon sticks 
are supplied to fit any car or truck. 
With the motor idling, car owner 
presses glass container against face of 








the valve, thus opening valve contact 
and causing used oil to be pulled from 
crankcase into container by suction. 
leak-proof connections to glass con- 
lainer assure clean, easy disposal. Op- 
eration is said to take one minute for 
most cars, three minutes for trucks. 
Retail price is $2.55 complete. 


Shallow Well Pump 

Unit No. 10 is a shallow well pump- 
ing unit for lifts of 25 feet or less. 
Tank is cast within the base. It auto- 
matically starts pumping when faucet 
is opened and continues until faucet is 
closed. This unit jis self-lubricated 
when crankcase has been properly 
filled with oil. Power is transmitted 
by silent V drive belt. Motor is % 
hp. A.C., relief valve and _ pressure 
switch. Dorr Pump & Mfg. Co., 638 
Gas Light Co. Bldg., Milwaukee, Wis. 
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Yard Light l 


This lighting fixture is designed for 
farm use around building entrances, 
ramps, cowyards, pens, pumps, etc. 






NAT SAYS... 


To drive your business 
cares away, 

Try fishing on a fine 

June day. 








, 
= 
















Shallow dome reflector provides a wide | 
spread of light. It is furnished com- 
pletely and ready to install. Goodrich | 
Electric Co., 2900 N. Oakley Ave., Chi- 
cago, Ill. | 
| 


Picnic Goods Display 


| 
| 
Dealers can build their own picnic 
display about this stand. Set up with 
the four-color display card, stand is 65 | 
inches high by 20 inches deep at base, 


and is gray in color. Michigan Wire 

Goods Co., Niles, Mich. Y 0) lJ 4 A y F 
Coens sisiene | | 

ACCESSORIES » 

: i : J 4 


When you're fishing for sales, too, it’s mighty 
important to have what customers want. 

National's complete line of nuts, bolts, screws 
and kindred items assures you of having what 
they want when they want it. 

















Nuts and Bolts Phillips Screws Stove Bolts 
Machine Screws Cotter Pins Wing Nuts 
Cap and Set Screws Spokes and Nipples Pipe Plugs 
Wood Screws Rivets, Tacks 


attona 


HEADED AND THREADED 
PROOUOCTS 





ahh a> 
wapad 
SETI ITT Hid 





THE NATIONAL SCREW & MANUFACTURING CO. 
CLEVELAND « OHIO 
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leading hardware dealers 
are sold on and sell the 
Bassick line because it has 
been for years, and still is, the leading 
brand. It means casters with a guarantee 
of satisfactory service—It is a builder of 
good will and profit for the dealer. 


Write for new catalog 


THE BASSICK COMPANY 


Bridgeport Connecticut 









Rock-Ola Motor Scooter 


This motor scooter utilizes spring 
suspension to absorb bumps and jolts. 
The special delivery model features a 
compact front package compartment. It 
has a regular automobile steering wheel. 
Two other Rock-Ola models are for 
pleasure and general transportation. 
Maker states the small gasoline-engine 





runs for 125 miles on one gallon of 
gas, and is capable of a speed of 30 
miles per hour. Rock-Ola Mfg. Corp., 
Scooter Division, 826 N. Kedzie Ave., 
Chicago, Tl. 


New Display Table 

This new modernistic display fixture 
is intended for the electrical and house- 
hold goods department for the display 
of medium and small size articles. Fix 





ture consists of five separate pieces 
which can be rearranged from time to 
time. It is finished in black and oak 
varnish, with the top step in ivory 
enamel, and is one of a new line of 
rounded front tables. W. C. Heller & 
Co., Montpelier, Ohio. 


“Duralin” Display Panel 

This “Duralin” display is of heavy 
pressed steel, finished in ivory, 14 by 
16 inches. Mounted on the four panels 
is a series of escutcheon and knobs, 
representing the eight “Duralin” colors 
and the different escutcheon designs. 
Centered on the foreground pedestal is 
a complete tubular latch set mounted 
on an ivory finished wood block and 
readily removable for demonstration. 
On stock panel various color combina- 
tions have been selected for effective- 
ness in catching customer attention, 
but selection of trims and color com- 
binations may be custom-built as deale1 
desires. On back of each panel and 
opposite each trim, the item catalog 
number and reference pages provides 
immediate and complete information. 
Display panel is free. Dealer is re- 
quired only to purchase the hardware 


on the panel. A catalog and complete 
information, telling how this panel 
makes a “Headquarters for Hardware 
of Color” and methods of merchandis- 





ing which help increase paint sales are 
offered free. National Brass Co., Grand 
Rapids, Mich. 


Stearns Power Lawn Mowers 


E. C. Stearns & Co., Syracuse, N. Y., 
has added four roll-drive model mow- 
ers to its lines. These, with the five 
wheel-drive models, comprise a com- 
plete range of sizes and styles to fit 
practically every grass cutting applica- 
tion. Cutting widths range from 18 in. 
to 58 in. Prices range from $79.50 to 
$260.00. One of each model is shown. 
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el Dog Chain Display Hanger 

re Made of 18-gage metal, it measures 

is- 11% by 17% in. Upper part of panel 
is forcefully illustrated. The display 
hanger is printed in four colors, each 

re 

nd 

- 

w- 

ve 

m- 

fit 

a- 

n. 

PACKAGED FOR 

n. 

one a baked enamel finish. It displays 

12 dog chains. Small projecting hooks 

hold the chains and facilitate their easy 

mri Cd Chae Neatpak is the modern way to greater 

ae 5 aes ee: sandpaper profits. You always find 

e Seattle Chain & g. Co., Seattle, . a aaa 
Wash. | clean, smooth sheets, with each grit in 
oe ilies | itsown drawer plainly marked and 

eLuxe ose- aver s . . 

ass kk dis lik aie ts | instantly accessible. The bright green 
mecagten Real Chastthives i bine | boxes dress your shelves, increasing 
offered in the standard ivory mode J wn 

with a gold-plated head and packed in | your opportunity to make related 

a De Luxe gift box with gold-plated | ] u” : th : t t d 

> trimmings, complete with gold-plated | sales °o e padinier, carpenier an 

Ee ae ee eee ee | householder. These are the worth- 

yrusnes. sist price is JU, enera | ae » 

Shaver Corp., Bridgeport, Conn. while reasons for this style of pack- 
ing that is so rapidly taking the place 
of the old methods. 

Ask your jobber for Neatpak today- 
aa KK BEHR-MANNING 
ince iz2— Manufacturers o uatit oate rastves 

Since 1872— M. lity Coated Abrasi 
; JUNE 16, 1938 71 








PROFIT WITH 
VLCHEK TOOLS 
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Made of drop forged 
tempered carbon steel 
these original Vichek 
wrench sets answer 
mechanics’ needs for 
all kinds of mechanical 
jobs. Carefully manu- 
factured, they with- 
stand the strain of the 
toughest job ... bring 
customers back a-buy- 
ing. 

They sell fast, repeat 
readily and yield good 
profits. 


THE VLCHEK TOOL 
co. 


3001 E. 87th ST. 
CLEVELAND, OHIO 
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QUICKER SALES 
FASTER TURNOVER 
MORE VOLUME 
BETTER PROFITS 


VLCHEK 
TOOLS 
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M. V. MORGAN 
New President 


M V. MORGAN, Hill Hard 
e ware Co., Columbia, Miss., 
was elected president of the Miss- 
issippi Retail Hardware and Imple- 
ment Ass’n at that organization’s 
annual convention, May 23-25, 
1938, at the Markham Hotel, 
Gulfport, Miss. J. R. Hill, Hamil- 
ton Hardware Co., New Albany. 
becomes first vice-president and 
C. H. Everett, Houston, was 
elected to the  vice-presidency. 
A. B. Crawford, Vardaman, retir- 
ing president, becomes a member 
of the advisory ,board and new 
members to the executive commit- 
tee are: J. E. Hill, Houston, and 
Sam F. Fortenberry, Osyka. D. 
O. Mansfield succeeds John F. 
Jennings as secretary of the 
association. 

Speakers at the convention were 
J. E. McMakin, Belknap Hard- 
ware & Mfg. Co., Louisville, Ky., 
and H. L. Collard, Hibbard, Spen- 
cer, Bartlett & Co., Chicago, Ill. 
Both Mr. McMakin and Mr. Col- 
lard were guests at the annual 
banquet and spoke constructively 
along the lines of “Meeting the 
Customer,” stressing the personal 
contact element and its impor- 
tance in relation to modern mer- 
chandising. 


Rivers Peterson, editor, Hard- 


JOHN F. JENNINGS 
Retiring Secretary 





A. B. CRAWFORD 
Retiring President 


my 6 MI.V. Morgan Heads 
rowel Mississippi Assn. 


ware Retailer, a speaker at the 
convention, discussed modern 
trends influencing sales. 

During the coming year the 
association plans a strong drive 
for increased membership. 


Clearaway Sale 


A three-day clearaway sale re- 
cently conducted by a hardware 
dealer enabled him to convert a 
large number of slow-moving 
items on his shelves into cash. On 
the first day everything on sale 
was offered at a reduction of 10 
per cent; on the second day every- 
thing left was cut another 10 per 
cent, and on the third day all 
items remaining were reduced 
still another 10 per cent. In order 
to keep everyone waiting until the 
last day of the sale the dealer 
worded his advertisement as fol- 
lows: “If you have the true bar- 
gain spirit, you will probably 
wait until the last day of the sale 
when everything will be marked 
the lowest. But in the meantime 
alert buyers will come along and 
get the articles you may particu- 
larly desire. Can you afford to 
take a chance or will you make 
sure of getting what you want by 
coming the first day?” 
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You'll Find It Easier to Sell 
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Gutomatic 
WATER SYSTEMS 


Sixty years of manufacturing success stand behind 
DEMPSTER WATER SYSTEMS ... assuring prestige 
and established quality PLUS quiet, efficient, economical op- 
eration that builds sales for you! 


DEEP WELL PUMPS 


The most simple, efficient and eco- 
nomical power head _ built—splash 
lubricated—designed to meet every 
requirement for an efficient running 
water system where source of water 
supply exceeds 25 feet. All working 
parts enclosed in at- 
tractive case — re- 
quires less power to 
operate. Pressure 
tank or overhead 
tank can be used. 
Electric motor or 
gasoline engine can 
be used for power. 






























SHALLOW|| ™°*’* 
WELL PUMPS “What ya mean — CROSS Tacks are 
Designed to ideal- | r ‘ 
ly meet the needs for | like can openers? 
shallow well auto- 
matic water systems | “They both let you into some good 
in your _ territory. | 
Wonderfully efficient things. Like this twenty-dollar sale, 
and economically operated for wells and cisterns up to 22 ft. 
deep . . . 250 or 350 gallons per hour with 20-gallon galva- f’rinstance!”’ 


nized horizontal 
tanks (as shown at 
right) or with 42 
or 120-gallon gal- 
vanized vertical 
tanks. Semi-auto- 
matic Gasoline 
Engine - Driven 
Water Systems 
with 42, 120 or 315- 
gallon galvanized 
tanks. 











WRITE— 
now for com- 
plete informa- ; 
tion about . 
Dempster’s modern-to-the-minute water systems—and the 
Dempster Dealer Plan for 1938. 





EAST JAFFREY, N. H. Copr. 1938 By W.W. CROSS &CO., INC 


DEMPSTER MILL MFG. CO. WRITE FOR DETAILS OF DISPLAY STAND OFFER 
BRANCHES: PB cases ee $.D.; Denver, Th ey re U n hic rm ly St ron q 
Colo.: Oklahoma City, Okla.; Amarillo, Texas; San Antonio, Texas Not a Cripple Wk (yr lou ad 
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MAR. DEALER-IN THE DUMPS? 
HERE'S SOMEONE TO CHEER YOU! 
TWO LITTLE GALS 
TO BOOST YOUR SALES- 
YOU'LL HAVE TO 
HAVE THEM NEAR YOU! 





The amusing Pe-Ko Twins smile 
their way into homes all over the 
country through national maga- 
zines and 3517 newspapersreach- 
ing the rural markets, holding old 
customers and winning new ones. 
Just before and at the peak of the 
canning season, there they are, 
dramatically gaining attention 
with their amusing jingles, creat- 
ing goodwill—making sales. 
They send women into your store 
demanding Pe-Ko Jar Rings. 

And the price is right. A pre- 
mium product at a competitive 
price—with the famous U. S. 
Rubber trademark. 

If your jobber can’t supply you, 
send us his name and address and 
we will see that your requirements 
are taken care of immediately. 





PE-KO EDGE 
RUBBERS 


4 1) United States Rubber Products, Inc. 
Room 604, 1790 B’ way, New York 
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By L. W. MOFFETT 


Washington Representative 
of Hardware Age 


TILL shrouded in obscurity after 

more than two months of ex- 
istence is the Morgenthau com- 
mittee designated by the President 
to draft a Federal financial-aid-to- 
small-business program. Inside story 
is that a_pass-the-buck sub-com- 
mittee proposed establishment of 
Government - financed intermediate 
credit banks to sponsor local credit 
associations of small businessmen 
to whom credit facilities, protected 
by a deposited reserve fund, would 
be extended. Local banks would in- 
directly be making the loans since 
they would buy the securities of- 
fered by the intermediate banks. 
Idea stalemated for two reasons: 
Would require new legislation; and 
the committee wants to observe 
RFC activity on loans to small busi- 
ness. 

‘'* k * 

John L. Biggers, who took time 
out as president of Libby-Owens- 
Ford Glass Co., to become President 
Roosevelt’s unemployment census 
director, is not destined to become 
a permanent Washington political 
fixture, Washington observers agree. 
Out of the $5,000,000 authorized for 
the unemployment count, he spent 
only $1,986,000 on the census and 
turned the $3,000,000 balance back 
to the Treasury. Such a thing sim- 
ply is not done by politicians. 
Biggers saved the Government $9,- 
999 the first week in office by fixing 
his own salary at one dollar a year, 
instead of the $10,000 figure listed 
in the bill. He may take another 
Government job at the President’s 
request. 

x*x«e* 


Preaching and practicing: “This 


is no time for name calling,’ Sen- 
ator Murray, of Montana, gener- 
ously told the Senate. “Bitter 
attacks on either side (business in- 
terests and the Administration) of 
the controversy (over cause of the 
depression) serve no purpose and 
settle none of our serious national 
problems.” Then after a_ verbal 
marathon of 1500 words, the evan- 
gelical Montana philosopher, added: 
“The increase of $5,000,000,000 in- 
curred during the Hoover adminis- 
tration was almost exclusively de- 
voted to the bailing-out of racketeer- 
ing securities hankers.” 


xk 


Grumbling in Congress already is 
being heard about the reluctance of 
RFC to dish out loans to business 
at the rate some Congressional 
members thought it should. Others 
are ‘just looking askance at RFC 
Chairman Jesse H. Jones after hear- 
ing him lecture the country’s banks 
about loaning more money and 
learning that his own bank down in 
Houston, Texas, had only about 18 
per cent of its assets out on loan. 
Some banks around the country, 
especially those in the larger cen- 
ters, can claim up to 40 per cent. 


xx«rk 


The White House for several 
weeks has been anxious to get Con- 
gress on its way home so it can take 
the spotlight in carrying forward 
the relief-recovery program. But 
Congress was needed in Washington 
also to grind out the recovery bills 
and provide the money. After once 
leaving the President reasons that 
members will have their hands full 
back home with elections approach- 
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ing and he can assume most of the 

burden. Present indications are that 

things will be whipped into shape 

in a big way immediately after ad- 

journing to start the peremptory 

battle against the business setback. 
x *&* *& 

Critics of the Roosevelt regime 
blinked twice when they read this 
headline: “President Moves to Aid 
Business.” The story covered Mr. 
Roosevelt’s desire to curb the end- 
less flow of Government question- 
naires which, complaints coming to 
Washington indicate, are harassing 
businessmen. Back of the move was 
the attempt to allay fears conjured 
up by the Census Bureau’s proposal 
(the Fulmer bill) to make most of 
its returns mandatory. On the sur- 
face the bill would apply only to 
peanut oils, etc., and many a Con- 
gressional member admittedly didn’t 
know its broader implications. Ex- 
perience with the Census Bureau 
points to such a law being innocu- 
ously administered but many had 
the idea that sponsors were trying 
to cover up something. Other Gov- 
ernmental statistical gatherers are 
complaining that the mandatory 
feature discriminates against them. 
As passed by the House, the mea- 
sure exempts retailers. 


Garden Window Built 
Spring Business 
(Continued from page 33) 


cardboard boxes. Garden wall, 
flagstones, shingling, window and 
scenic background were all con- 
structed of corrugated cardboard 
which was cut to size and painted 
by Mr. Fischer. The garden seat 
and the sign “Everything for Your 
Garden” were also made of the 
same material. Artificial flowers 
climbing the trellis were “planted” 
in humus, earth and grass. They 
added a decidedly springtime ef- 
fect which was considerably en- 
hanced by good lighting. 

Although the four window sec- 
tions on the street floor are usually 
changed at least once every three 
weeks, this window background 
proved to be so effective that it 
was allowed to remain for more 
than a month. Only the type and 
quantity of the spring merchandise 
displayed in the window were 
changed. 

Another decided aid to spring 
sales was Herrmann’s “1938 Guide 
to Thrift and Economy.” This 
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SAVE 


KEROSENE 


ECONOMICAL 
MODERN 


The more you have to offer, 
the more you can sell. The new 
Savoil catalog illustrates and de- 
scribes 107 models of oil ranges, 
stoves, and heaters in a variety of 
new styles, finishes, and prices. 
Savoil PROFITMAKERS provide 
dealers with the most complete line 
offered today — range, stove, and 
heater models to fit every pocket- 


book. 





















UNITED STOVE CO. 









Send for 


YPSILANTI, MICHIGAN 

















| | 

| | 

this New | Address | 
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Catalog! | City l 
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YEARS OF SPECIALIZATION 
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OLIVER IRON AND STEEL CORP. 
PITTSBURGH, PENNSYLVANIA 
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NOW ADVERTISED 
ON 7k 








FlyDed is a selling leader for dealers 
—and a value leader for consumers! 
Coast-to-coast RADIO programs 
are promoting it for you—“Mrs. 
Wiggs of the Cabbage Patch”, and 
“The Romance of Helen Trent”, and 
“Easy Aces” (on Southern stations). 


FULL PINT CAN 
SELLS FOR 20 


6-OUNCE CAN 
SELLS FOR 10/ 


MIDWAY CHEMICAL CO. 
Jersey City, N. J. 


NOW 


















Com, 





to 4aHMeE TIME TO 


PROMOTE AND SELL FLYDED 
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was a 96-page catalog featuring 
lawn and garden seeds and tools, 
fertilizer, fencing,. insecticides, 
flower boxes, etc. Major ap- 
pliances, beach equipment, picnic 
supplies, hand and power tools, 
builders’ hardware and a variety 
of other lines were also described 
in its pages. The covers were 
printed in three colors. The 
“Guide” was distributed by Herr- 
mann employees over an area of 
30 square miles to 200,000 private 
homes. 

Each catalog contained addi- 
tional bids for orders in the form 
of four bound-in business reply 
post cards for use in ordering, 
garden helps, garden hose, fenc- 
ing and paint and ladders. A map 
on the inside rear cover showed 
motorists the various streets and 
highways which could be used in 
reaching the store. 





Worth Reading Again 


HE federal government alone 

has expended, since 1920, $3,- 
500,000,000 on highways, $750,000,- 
000 on waterways, and other millions 
on airways.—Dr. C. S. Duncan, 
economist, Association of American 
Railroads. 


We vote too much for each other’s 
pet projects.— WILLIAM P. LAMBERT- 
son, United States Representative 
from Kansas. 

Exclusive of general retail sales 
taxes, the $18-a-week laborer or 
clerk who owns no property pays 
$116 a year in invisible but trace- 
able taxes contained in the prices 
of the goods and services he buys, 


‘or 12 cents out of each dollar he 


earns.—Harvey Lesrun, former in- 
vestigator, New York State Commis- 
sion on Old Age Security. 


At the close of 1937, the unit cost 
of electricity in the average home 
was almost exactly one-half of 
what it was in 1913, although the 
cost of living is almost one-half as 
much again at the present time as 
it was before the war.—C. W. Ket- 
LoccG, president, Edison Electric In- 
stitute. 


Inflation dollars are like hat-room 
checks—you can increase the num- 
ber, but there won’t be any more 
hats there—FiLoyp W. Parsons, 
editorial director, Gas Age. 

From The Business Digest. 
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Does a Whale of a 
Job on Major Lines 


(Continued from page 27) 


units, etc., as Salway’s are dis- 
tributors of beer coolers and com- 
mercial refrigeration. The store 
has its own factory-trained radio 
and refrigerator service men to 
make installations and repairs. 

Major appliances are on dis- 
play in the show windows at least 
two-thirds of the time and are ad- 
vertised in the newspaper at least 
once a week. 


Many Items Shown 


Although the major appliance 
display is on the second floor, a 
bid is made for sales by means of 
a display on either side of the door 
on the main floor. Attractive shelv- 
ing units, finished in light green, 
extend from each side of the door. 
Although most of the appliances 
shown on the shelving on the first 
floor are table items, there are 
several special platforms for show- 
ing radio sets or refrigerators. 
Concealed lighting units are used 
in the curved shelving section 
which occupies a corner of the 
store. The second floor display 
always has about 20 refrigerators 
in a complete range of sizes, a 
number of ranges and stoves and 
an exhibit of commercial refriger- 
ation, water softeners and other 
major items. At least one refriger- 
ator is hooked up for demonstra- 
tion at all times. 


Fred Salway, who is a director 
of the New York State Retail 
Hardware Association, has been a 
hardwareman for more than 33 
years. In 1926 he opened business 
in an upstairs location where he 
handled chiefly stoves and tin- 
smith work. Three years later, in 
the depths of the 1929 depression 
he opened a hardware and stove 
business which grew constantly. 
About four years ago he entered 
the major appliance business on a 
large scale and has been going 
strong at it ever since. The present 
quarters of the business at 2-4-6 
Exchange Place were greatly en- 
larged and improved late last year, 
at which time a ninth anniversary 
sale was held. 
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City people buying mouse traps... 
Country folk buying rat traps... 
Fur trappers buying steel traps... 
all agree on one important point. Nine out 
of ten buy the trap with the name VICTOR 


stamped on it as a guarantee of quality. 


That’s why smart hardware men stock Victors, 
ten to one. Your jobber will fill your order. 


ANIMAL TRAP COMPANY OF AMERICA: LITITZ, PA. 















AL ia One! 


HANDIEST SPRINKLER ON THE. 
MARKET. Can be held in hand or 
stuck in ground. Four adjustable 
sprinkling positions provide water 
spread up to 18 ft. Nozzle position 
gives 38 ft. reach on average 
water pressure. Easily moved 
or adjusted without turning 

| off water. Rustproof. Finish- 

| ed in attractive colors. 
Mail coupon today. 


| justed by iE 
| thumb or i 
finger to five different | # 
watering positions as 
shown below. Exclusive 
Sprinkl-Nozzle feature. | 


nice 
RETAILS 29° 
















THOMAS PRODUCTS CO., 15465 Indiana Ave., Detroit, Mich. 


0 Send complete information. 





| 

0 Send___doz. Sprinkl-Nozzles at $2.25 per doz. postpaid, ; 
Name { 
Street | 
City__ State | 
My Jobber is | 

‘ 


| 
| 
| 
| 
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SEEN 


NEVER 
HEARD 


NEVER for Quicker 
8°1@)0):) m2 
Turnover and 


Increased Profits 
W rite for prices and catalog 


SOSS MFG. COMPANY 
648 E. First Ave., Roselle, N. J. 
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INVISIBLE HINGES 
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F ll stock i orits 
or small stock in- 

vestment and quick — 
turnover, nothing com- Sharpens 
pares with the Carves 
Handee and its — 
200 profitable Cuts 
accessories. Saws 
Monthly adver- * 


tising in more 
than 50 maga- 
zines sends 
buyers to you 
for demonstration. 


FREE Demonstrator Outfit 


Requires only 2 sq. ft. of counter space. Any prospect 
who tries the Handee on metals, alloys, resins, wood, 
etc., wants one. 


Standard Model 


Nationally advertised at $10.75 with 3 accessories 
De Luxe Model 
Nationally advertised at $18.50 with 6 accessories 


New—Router and Shaper 


Converts a De Iuxe Handee into an easy-to-handle 
Router and Shaper to inlay, rout, carve, make mold- 
ing cuts to 100th of an inch accuracy. Nation- 
ally advertised at $12.50. 


Accessory Display Case 
oe profit maker. Glass top case contains 


0 of livest varieties of sales-tested accessories, 3 
cf each item. 


Send for data on Special Deal includ- 
ing Accessory Case and Free Demon- 
strator Set. 


CHICAGO WHEEL & MFG. CO. 
1101 W. Monroe St., Dept. EE, Chicago, Ill. 
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Thoughts on Collections 


(Continued from page 58) 


you do not expect the salesman to 
collect. At least if he is posted he 
will know whether or not to curb 
his selling efforts. 

“In conclusion, let me say our 
salesmen were all interested in col- 
lections, because on the bonus or 
profit-sharing arrangement we 
made with them, both bad debts 
and traveling expenses were taken 
into consideration. If a salesman 
lost an account, in the settlement 
at the end of the year, part of that 
loss was charged back to him.” 


Easier to Borrow 


Money and credit are so cheap 
these days that there is great dan- 
ger of a concern neglecting to push 
their collections, simply because 
it is easier to borrow money from 
a bank than to collect it from the 
customers. Now the trouble with 
this kind of financing is that the 
amount of money you owe a bank. 
with interect added, will increase, 
while the chances you have to col- 
lect your accounts from your cus- 
tomers are reduced the longer 
these accounts remain on your 
books. 

Of course in collecting while 
you must do your best not to of- 
fend your customer, still you must 
impress him with the fact first of 
all that you yourself, in order to 
carry on your business, need the 
money, and secondly that you 
earnestly and conscientiously wish 
him to pay up. The reason | 
write this is ‘that frequently col- 
lectors approach a customer either 
by letter or personally, conveying 
the idea that attempting to collect 
is in a sense a mere formality, in- 
stead of being a serious business. 

In a certain case, a dealer owed 
me some money. I wasn’t espe- 
cially hard pressed for funds, so 
I let the debt run along. He didn’t 
seem to be at all concerned about 
paying me, although I understood 
he was paying others. Finally one 
day I sent for him and made it 
very plain that I had been ex- 
ceedingly lenient but now on ac- 
count of certain pressing obliga- 
tions of my own I must have the 
money. If he could not pay all 
of it, couldn’t he pay part? After 
this serious, but friendly talk he 


managed to dig up half the amount 
he owed me. 

This spring a hardware whole- 
saler called and remarked he heard 
of the very low rates of interest 
being made by New York banks. 
Couldn’t I introduce him to one of 
the banks so he could borrow 
$25,000 at a low rate? When | 
looked at his statement I was sur- 
prised to see he had $300,000 in 
receivables. “You couldn’t borrow 
a cent in New York on that state- 
ment,” I told him. “Why not?” 
he asked. “My statement shows 
assets of four to one.” “That’s all 
very well,” I replied, “but any in- 
telligent banker would say to you 
—why do you wish to borrow 
$25,000 when you have $300,000 
in receivables? Why not collect 
$25,000 of your receivables?” 

So I advised this old friend of 
mine to return home and instead 
of taking his regular spring trip 
in his automobile studying co- 
lonial flower gardens in Virginia, 
to get in his Ford and enjoy him- 
self calling on his customers and 
personally collecting this $25,000. 
With a smile and a twinkle of the 
eye I told him that of course I 
knew he had not done anything 
like this for many years, but with 
the beautiful weather we had been 
having it would be fine to get out 
in the open air and meet his old 
customers, but not to forget to 
tell them that the object of this 
trip was not sightseeing or hand- 
shaking, but collecting, because he 
needed the money. 

My old friend took my advice 
and afterwards wrote me that he 
had collected the $25,000 and 
more, and actually had a good 
time doing it. He also added that 
after this trip he had a greater ap- 
preciation of the problems of his 
credit manager. 





New Marble Sights 


Varble Arms & Mfg. Co., Gladstone, 
Mich., is now able to furnish Nos. 63-M 
and 64-M sporting rear sights at $1.75 
and No. 95-M adjustable leaf sight at 
$1.25 to fit Remington rifles, Models 
341-A, 41-A, 121 and 241. These sights 
have the reversible diamond notch piece 
and attach to barrel by two screws. 
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ows Delicious Coffee Always 

all —Smartly Served! 

in- A new conception of speed, beauty and con- 

venience in the brewing and serving of per- 

you j fect coffee. 

TOW E Always sold complete. No extras to buy. 
ee The price includes all these patented and 

N00 ? ; exclusive features: 


| a j * “Fast-Flo” Filter 
ect *% Bakelite Funnel Holder 
% Hinged Decanter Cover 
*%& Formed Pouring Lip 
of , : *% Easy Grip Handle 
%& 2-Heat Electric Units (Hi-Low) 
ead 


*& Heat-Resisting Glass by CORNING 
rip ie * Beautiful Platinum Decoration 
é 





* Bakelite Coffee Measure 
Latest catalog showing complete line gladly mailed 
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00. ~erae | In Steel No. 7148 

the ; In Brass No. 07148 

ee \ IT PACKS A PUNCH 

ing - wilt 4 In spite of its small, compact design, 

ith ~ the No. 66 Display Unit for Nicholson 

en Files packs a big sales punch. Let its | ‘ASY to installi—a feature that makes this lock 

j brilliant color liven up your tool de- attractive alike to mechanics and to home “fixers” 

aut partment — enjoy steady dividends who may possess few tools. It requires the bor- 

ald from quality file sales! | ing of only one small hole for the cylinder. : 

to Contains 66 fast- This is a first class lock for its purpose, despite the 

¥ sellers, cellophane ease with which it may be put on. It has three 

wd wrapped. At your secure levers, which afford genuine security, and 

id- jobber’s. Nicholson it is regularly supplied with thirty-six different key 

he File Company, Provi- changes. Size, 134” x 1%”. A flat strike is fur- 
dence, R. I., U. S. A. nished with each lock. The embossed bow keys are 
Canadian Plant, Port attractive to the average user. 

ice PATENTED Hope, Ontario. At an extra price, additional key changes running 

into the thousands are available. 

- La Fite FOR EVERY PURPOSE a 

nd sean aaa ADDERS NAT 8 ; * 
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| The Eagle Quality Line 


r | FAULTLE Ss Sitter stpemmorsen wend seee 


Trunk Locks 
DOUBLE BALL BEARING — Front Door Sets Cabinet Locks Machine Screws 


CASTERS. | © 
86% more BALL BEARINGS EAGLE pie Te: < CO. 


lis 








. ° le CnECTa. 
s Provide Easier Swiveling 26 Warren Street -- New York 
~ one Gnealer Resale Value Branch Offices: 
ols 521 Commerce St. 177-179 N. Franklin St. 114 Bedford St. 
va Philadelphia, Pa. Chicago, iil. Boston, Mass 
“4 FAULTLE SS CAST - ' CORPO RATION Works at Terryville, Conn. 
ys, Branches in Principal Cities Canada Factory: Stratford, Ontario } « 
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TURNOVER 
CHAMPIONS 


Coast to Coast selling champions be- 
cause they are first of all QUALITY 
champions. 


Keep ample stocks always. 


DAZEY De Luxe 

Formerly SPEEDO 
America’s best value 
in can openers. Guar- 
anteed for 5 years— 
built to last a life- 
time. 


*$1.79 RETAIL 


Also, DAZEY Senior *$1.49 retail and DAZEY 
Junior *78¢ retail. 


NEW DAZEY 
QPN- SEAL 





Amazing new jar, bottle and 
glass opener. Also seals. Needed 
In every home. 


*$1.79 RETAIL 









DAZEY 
SUPER JUICER 
An exceptionally efficient 
juicer for lemons, oranges, 
small grapefruit. Striking 
appearance. 
juice easier. 
cally strains out seeds 

and pith. 


* Minimum 
retail 
prices — 
stightly 













*$1.89 RETAIL higher west 
of Rockies. 
DAZEY Sharpit 
Patented twin wheels 


make skill unnecessary 
for sharpening any 
A godsend 


in any kitchen. 
*$1.58 RETAIL 


DAZEY CHURN & MFG. CO. 


4301 Warne Ave., 
St. Louis, Mo. 











Better 
than ever! 





= ; AS 
—— 
BLAKE & LAMB 
for 1938 


Steel Traps made and 
priced to meet and beat 
any form of competition! 


And Consistently Doing It 








THE HAWKINS COMPANY 


AMERICA'S OLDEST TRAP MANUFACTURERS 
SOUTH BRITAIN, CONNECTICUT 
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Doubles Wallpaper 
Sales 


(Continued from page 50) 


samples of actual merchandise to 
be found in stock. 

Back of each door in the cup- 
board is storage room for for- 
ward stock. There is ample space 
for all the samples in the cup- 
board and at least one roll of 
each design is stored there. 

Mr. Butler has had a special 
table built to use in displaying 
his wallpaper books for the cus- 
tomer’s approval. In addition to 
his own he also has other regular 
factory books. At each end of 
the table, where an opened wall- 
paper book lies, there is a bin 
for holding additional volumes. 
A modernistic chair, a linoleum 
rug and a few other little touches 
make the corner bright and attrac- 
tive. 

There are always a number of 
partially unfurled rolls of wall- 
paper on those little shelves on 
the doors and, because of the 
long line effect, the display gives 
the impression of being larger 
than is actually the case. 

“I realize now,” says Mr. But- 
ler, “that we were sitting beside a 
real opportunity all these years 
and did not realize it. Wallpaper 
is decidedly profitable and is a 
very satisfactory item. The cus- 
tomer with a new wallpaper job 
in his, or her, home usually is 
very happy about it all. The use 
of wallpaper in this country is 
growing rapidly as the old type 
Spanish house with its interior 
stucco goes out and the new type 
of house with a colonial, Georgian, 
or farm house atmosphere comes 
in. We expect to double our vol- 
ume again during the next year 
because we have what we think is 
an ideal method of displaying it.” 





Sells $3,000 in Paint 
(Continued from page 25) 


because a woman who is hard to 
please usually tells a lot of other 
women, if she is satisfied with the 
service of the store.” 

Advertising the department is 
limited to an occasional mention 
in the local weekly newspapers 
and to folders placed in bags for 
customers who have made other 
purchases. 








QUICK SELLERS 
PROFIT MAKERS 


> 











COLUMBIAN 


GARAGE AND HOUSEHOLD 


VISES 


e@Columbian is the one line of vises 
which has proved dependable and 
profitable for jobbers and dealers. 
Today, Columbian continues to lead 
the field. 


Our “Group of 3” garage and house- 
hold vises provides, for the dealer, a 
simplified stock of standard sizes and 
a complete range to meet all de- 
mands. 

To those dealers interested in quicker 
turnover and more profit, investigate 
The Columbian Line. 


Sold exclusively through wholesalers. 


THE COLUMBIAN VISE & MFG. CO. 
9017 Bessemer Ave., Cleveland, Ohio 


The World’s Largest Makers of Vises 




















CUT yourself a 
BIGGER SHARE 


of axe business! 


~> 





Collins Axes, first on 
Balance, Temper, Steel, 
Straight Eye—‘‘cut longer 
between 
These definite advantages 
prompt users to choose 
Collins Axes. 


sharpenings.”’ 


MICHIGAN 
SINGLE BIT 


The complete line of 
Collins axes, mattocks, 
small axes, hatchets, bush 
hooks, hoes, offers sizable 
profits, satisfied customers. 


Order from your jobber. DAYTON 
If he can’t supply you, SINGLE BIT 
please write us. The Collins SS 
Co., Collinsville, Conn. 


For 112 years 
this trade mark 
has been the 
guide to the 


best in axes. Laerrimus 





DAYTON SINGLE 
BIT, BEVELED 





HARDWARE AGE 
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SELL STEWART 
FENCE AND 
OTHER PRODUCTS 


Hardware dealers all over the coun- 
try are realizing substantial profits 
through the sale of Stewart Iron 
and Chain Link Wire Fence, Lawn 
Furniture, Interior and Exterior 
Railings, Bracket and Pier Lan- 
terns, Folding 
Chairs, Stable 
Fittings and 
other iron and 
wire products. 
Investigate the 
liberal dealer 
plan offered by 
Stewart. You are not required to 
invest money nor carry any stock. 
You sell from Stewart literature. 
There is always a market for Stew- 
art Products. Write today for 
complete details. There is no cost 
and you place yourself under no ob- 
ligation. 





NCES 


The Stewart Iron Works Co., Inc. 
537 Stewart Block 


CINCINNATI _ OHIO 
“World’s Greatest Fence Builders Since 1886” 




















LIQUID 
t IP ” SOLDER 
Folks buy on sight once you display 
the handsome easel-back display board. 
Top panel has 7 materials soldered on 
with Tip-Top—metal, glass, china, wood, 
leather, etc. Folks see for themselves 
how Tip-Top hardens like metal .. . 
has a grip like steel . .. gives a weld- 
like bond with many 
materials. Works 
wonders mending 
broken articles, stop- 
ping leaks, ete. 
Water - proof and 
gasoline-proof. Card 
has a dozen 25¢ 
tubes. Unusual profit 
margin for you. Or- 
der yours today from 
your jobber. 

















JOBBERS: Selling fast in hardware stores. Many 
jobbers moving 120 to 240 dozen a month. Are your 
salesmen pushing it? 


TIP-TOP PRODUCTS CO., Dept. D, Omaha, Nebr. 
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Coming Conventions 
and Events 


American Hardware Manufac- 
turers Assn. and the National Whole- 
sale Hardware Assn., Oct. 17-20, 1938, 
at the Marlborough-Blenheim Hotel, 
Atlantic City, N. J. Charles F. Rock- 
well, 342 Madison Ave., New York City, 
is secretary of the manufacturers’ group, 
and George A. Fernley, 505 Arch St., 
Philadelphia, is secretary-treasurer of 
the wholesalers’ group. 


Associated Pot and Kettle Clubs 
of America, June 24-26, at the Santa 
Barbara Biltmore Hotel, Santa Barbara, 
Calif. 


Contract Builders’ Hardware Dis- 
tributors, National Assn. of, Sept. 20-22, 
1938, at Wm. Penn Hotel, Pittsburgh, 
Pa. Assn. office at 225-227 Federal St., 
N. S., Pittsburgh, Pa. 


Cycle Trades of America, Inc., 
mid-summer meeting, June 27-29, 1938, 
Edgewater Beach Hotel, Chicago, III. 
E. H. Broadwell, Chanin Bldg., New 


York City, is manager of the association. 


Implement Dealers Assns., Na- 
tional Federation of, Oct. 11-13, 1938, 
at the Hotel Sherman, Chicago. Her- 
bert J. Hodge, secretary, Abilene, Kan. 


National Retail Credit Assn., 26th 
annual convention, June 21-24, Hotel 
William Penn, Pittsburgh, Pa. 


National Retail Hardware Assn., 
July 11-14, 1938, at the French Lick 
Springs Hotel, French Lick Springs, 
Ind. H. P. Sheets, managing director, 
130 E. Washington Blvd., Indianapolis. 


National Wholesale Hardware 
Assn. and the American Manufacturers 
Assn., Oct. 17-20, 1938, at the Marl- 
borough-Blenheim Hotel, Atlantic City, 
N. J. George A. Fernley, 505 Arch St., 
Philadelphia, is secretary-treasurer of 
the wholesalers’ group, and Charles F. 
Rockwell, 342 Madison Ave., New 
York City, is secretary of the manu- 
facturers’ group. 


New York Housewares Mfrs. 
Assn. show, July 10-16, 1938, at Hotel 
Pennsylvania, New York City. Execu- 
tive-secretary, Flo English, Hotel Penn- 
sylvania, New York. 


Sports Equipment Exposition, 
Aug. 7-10, 1938, Stevens Hotel, Chicago. 
J. R. Mahon, Stevens Hotel is general 
manager. 


Texas Wholesale Hardware Assn. an- 
nual meeting. June 17-18, 1938, at 
Buccaneer Hotel, Galveston, Tex. O. H. 
Mann, Higginbotham-Pearlstone Hdwe. 
Co., Dallas, Tex., is president of the 
association. 


Colson Bicycles 


The Colson Corp., Elyria, Ohio, has 
issued an attractive new 1938 catalog 
on its line of bicycles. 





















































RECEDING 

TYPE 

THREADERS 
Chasers are made of 
Special Vanadium Tool 
Steel with ‘‘backed-off’’ 


hob-eut teeth, they 
make cutting faster, 
easier, smoother. Hard- 
ened, drawn, tempered 
and tested they are 
free-cutting and _ long- 
lived—hold their keen- 
ness. Accurate in form 
they assure tight 
threads. Plainly marked, 
they fit all standard 
threaders of this type. 

ARMSTRONG BROS. 


improved threaders are 
designed to give perfect 
threads with minimum 
effort. Bodies are of 


Certified Malleable Iron, ° 
are rust-proofed with 
cadmium plate. No. 1 
STANDARD and No. 
1A RATCHET types are 
furnished with either 
ring guides or improved 
self-centering pipe hold- 
ers. For from 1 to 2 
inch pipe. No. 2 
GEARED Threader is 
for 2% to 4 inch work. 
Write for catalog. 





ARMSTRONG BROS. TOOL CO. 
“The Tool Holder People” 

314 N. Francisco Ave., Chicago, U. S. A. 
Eastern Warehouse and Sales: 
199 Lafayette St., New York 

San Francisco London 
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A popular buy-word 


National 


HARDWARE 














HE score of years that these fine 

products of builders’ hardware 
have been offered to the trade have 
been marked by dependability in 
service always. 


It is little wonder that the endorse- 
ments of the many users of National 
Hardware have created the popular 
demand that exists today. Discrim- 
inating builders ask for these prod- 
ucts by their trade 
name and insist 
on the genuine. 


If you do not car- 
ry this hardware, 
you should write today 
for full particulars. 





National Manufacturing 
Company 
STERLING : - - ILLINOIS 

















q 
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WALL wats 
» MANIEA ROPE 


Nationally Known — 
Nationally Advertised 


The Wall line is complete. 
Hardware, mill supply, 
agricultural, contractors, 
marine, drilling, trans- 
mission, oakum and 
twine. Spun and laid 
from selected fibre for the 
particular purpose, under 
| experienced supervision. 


Your guarantee is Wall’s 
century-long service to f 
industry. 


WALL ROPE WORKS, Inc. 
48 South St., N.Y.,N.¥. 
Factory: Beverly, N. J. 


Branch Offices: 


383 So. Charles St., Baltimore 


102 Broad St., Boston, Mass. 
821 Folsom St., San Francisco 
425 Decatur St., New Orleans 

) 671 Orleans St., Chicago, Ill. 

, 217 E. Archer St., Tulsa, Okla. 

©2000 Nance St., Houston, Texas 


y 9 
Stocks IN AGL INDUSTRIAL CENTERS 
v 
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What Causes Hardware Failures? 


(Continued from page 35) 


dows and advertised, but it didn’t 
change local buying habits. And 
they never did cross the street in 
appreciable numbers. Considerate 
creditors realized the fact and sug- 
gested that he change his location. 
He finally took their advice but 
not before he had taken a financial 
beating. 

Sam Wilson was in business in 
a small town on the Pacific Coast. 
He was located in the middle of a 
farming district and had no com- 
petition. He did business on a 
combination cash and credit basis 
and carried a stock valued at ap- 
proximately $4,500. Unfortunately 
he was of an optimistic nature and 
was a little too lax in the matter 
of extending credit. And it was 
also unfortunate that when he had 
about $5,000 outstanding that the 
farmers had a bad year. Sam 
couldn’t collect and neither could 
the firms from whom he had pur- 
chased. When the creditors met 
it was found that he had exactly 
$50.00 in the bank. 

Cases of this type have been 
fairly common in agricultural sec- 
tions. Dealers are practically ob- 
liged to extend credit and receive 
payment for their merchandise 
when the farmers have sold their 
harvest. But one poor crop usually 
does the work. The farmers usually 
recover, but if the dealer has gone 
off the deep end of credit his fu- 
ture is frequently problematical. 

James Conway had been a hard- 
ware clerk for several years and 
had always wanted to own his own 
business. Here again was an in- 
stance of too much optimism for 
James, although a good clerk, had 
no practical experience with the 
financial end of the business and 
was also lacking with respect to 
his knowledge of merchandising. 
He had been a good clerk and he 
should have remained a good 
clerk. Limited by the amount of 
his capital he located in a low-rent 
district in his city, secured a stock 
of moderate-priced merchandise 
and started in business. He had 
neglected to fully inform himself 
with regard to the matter of pos- 
sible competition. There was an- 
other hardware store on the next 


block and its owner understood 
merchandising. Conway was beaten 
before he started. He could sell 
for others but he couldn’t sell for 
himself. The recession arrived and 
although what business he had fell 
off the overhead still remained the 
same and his capital just wasn’t 
there. When his creditors met he 
had a stock valued at $1,500 and 
$30.00 in the bank. 

An overwhelming number of the 
retail hardware firms who have 
failed during the past year were 
firms founded during the depres- 
sion years. Insufficient resources 
was the reason given for the fail- 
ure of almost 50 per cent of these 
firms. Price-cutting competition 
and poor local conditions, both 
growing out of general business 
conditions, accounted for another 
25 per cent. Lack of experience, 
poor merchandising ability and 
lax credit methods were respon- 
sible for the rest. 

Among the greatest underlying 
causes in practically all of these 
failures have been the tendency to 
overbuy in order to obtain a dis- 
count and the purchasing from too 
many sources of supply. 

Overbuying to obtain a slight 
discount has frequently resulted in 
surplus stock gathering dust upon 
the shelves and remaining prac- 
tically immovable, unproductive of 
turnover, eating up overhead and 
tying up badly needed capital. 


Too Many Sources 


Many a dealer spread his pur- 
chases over a great many sources 
of supply when business was good 
and when sales were the rule. 
When his business began to slump 
and when the creditors began to 
gather this unwise policy mani- 
fested itself. None of his creditors 
had sufficient money involved in 
his business to protect him when 
trouble came or to carry him along 
until his business condition took a 
turn for the better. One and all 
they ceased to have interest in his 
future as a dealer. Then the re- 
ceiver took charge of affairs. 

Contrast this condition with that 
of the dealer who has concentrated 


HARDWARE AGE 
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LIST PRICE 


$4950 


Complete 
less motor 












Speedy Paint Sprayers 


Professional type with famous Clean Air 
compressor on steel base, pressure feed in- 
ternal mix spray gun with quart aluminum 
; , cup. List only $18.50—others $5.00—$14.00. 
Send for price list, Autopower sprayers $2.60 and up. No cylin- 
discounts and details ders, pistons or rings to wear out. Sturdy, 


DEALERS: 


on electric and auto- @fficient, yet low in cost. 





MAILING LIST 


of 
WHOLESALE 
HARDWARE 
HOUSES 


Every One Selling Through 
Hardware Channels Needs 
a Copy. 





Indispensable for 


1 Calling on Hardware Jobbers 
2 Your Credit Department 
3 Direct Mail Work 











It Lists: PRICE 
SHELF HARDWARE JOBBERS 

HEAVY HARDWARE JOBBERS e 
MILL SUPPLIES DISTRIBUTORS 

PLUMBERS’ & TINNERS' SUPPLIES JOBBERS A COPY 
MANUFACTURERS’ AGENTS Resetiinine 
HARDWARE CHAIN STORES with Goder 
HARDWARE ASSOCIATION LISTS 





HARDWARE AGE VERIFIED LIST 


239 W. 39th Street New York, N. Y. 


el FS aka 








power paint sprayers. W.R,. BROWN CORP. | 
5724 Armitage Ave., CHICAGO, ILL. 
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SELLS BETTER BECAUSE 
iTs NOT A POISON 


TO HUMANS, 
BIRDSand PETS 



















AND PAYS It pays to push Red 
Arrow, the garden 
YOu NEARLY spray customers pre- 
fer because it’s NOT 
DOUBLE! A POISON to hu- 





mans, birds and pets 
. . . because it’s easy 
to use... because it 
saves work by killing both sucking and chew- 
ing insects with one spraying. National advertising 
in magazines and newspapers goes to more than 
13,000,000 families. And Red Arrow pays you nearly 
double! Special #720 Profitmaker Assortment costs 
$5.40—sells for $10.40. Liberal supply of new folders 
to distribute to your customers free if you act now. 
Order from your jobber, or write today for full details. 


THE McCORMICK SALES CO., Baltimore, Md. 
























HIGH SPEED 







LIGHT WEIGHT NO DIRT 
NO DUST 
LITE NO Dust 

FLOOR WV SANDER A J . 
oa 3 Guaranteed 
* FASTEST CUTTING y For | Year 
Inc. Motor 










* CLEANEST OPERATING 


Tt SPEED-O-LITE pays you a triple profit. It pays you in extra reve- 
nue from rentals. It pays you in increased sales of floor finishing 
materials. It pays you in additional sales of other related items. And 
it quickly pays for itself through the extra profits it creates. No Hard- 
ware Dealer in a town or city of any size should be without this sensa- 
tional sales builder that is in Big Demand everywhere. There are hundreds 
of prospects right in your community and our FREE Advertising Material— 
that has never failed—will bring them in for rentals. The response will 
be immediate and the profits will roll in the first week. Don't delay— 
MAIL COUPON NOW for full details of our 5-DAY FREE TRIAL OFFER. 
The SPEED-O-LITE is light in weight (80 Ibs.). Works right up to the 
quarter-round. Vacuums up all dirt and dust and leaves a ballroom finish 
on every floor. Easily carried by one man. 


* MAIL THIS COUPON TODAY 


LINCOLN-SCHLUETER FLOOR MACHINERY CO. 61738 
212 W. Grand Ave., Chicago, Illinois. 

Please send full details of your 5-day FREE Trial SPEED-O-LITE Offer. 
Also complete information on your Merchandising Plan for Dealers. 










SILA <3. 2 vuiditucs Lind Saba os kt ddewhd mane eae ik ahhennee aia tai 
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DENISTON 







“Lead Seal” NAILS 


Get samples of this remarkable roofing nail 
which makes any kind of roofing give better service. 
Smart dealers everywhere sell it as a profit-maker 
Note the famous ‘‘Lead 
the lead under the head and down the 
plugs the nail hole with lead! ... 
r or write us for samples and dem- 


The DENISTON Company 
4840 S. Western Ave. CHICAGO, ILL. 








Repeat 
Protect your wire goods 
with a stock of Hindleys. 
jobber today. 


sales are most profitable. 
business 
Ask your 


SCREW EYES & HOOKS, GATE HOOKS & 
EYES, CUP & SHOULDER HOOKS, EYEBOLTS, 
WIRE FORMS—COTTER PINS. 








HINDLEY MFG. CO. (2290 aris. ke. 1. 











“Little Giant’”’ Faucet Reseater 
A useful tool for 


every home owner. 
It will produce a 
gener beveled seat in a 
woe faucet — make it 


leak-proof. Equipped 
with 3 cutters and 3 
pilots. Retails prof- 
usw itably at $1.50 each. 


Write for Prices. 


Little Giant Mfg. Co. 
Vis 9211 Savery Ave. 
~ DETROIT, MICH. 




















For A Real 


Vacation 


Come To 


New Orleans 


Stop At The 
City's Finest 


HOTEL 


800 Modern Rooms 
Moderate Rates 


The 
ROOSEVELT 


“Pride Of The South” 




















84 











his purchases and who has con- 
tacted only a few sources of sup- 
ply. Such a dealer is in potentially 
good shape to weather a financial 
storm, provided, of course, that he 
is possessed of a good location and 
is known to be a good business 
man under ordinary conditions. 
When trouble comes to such a 
dealer he will usually find his 
creditors in a receptive mood (be- 
cause there are a limited few). 
They will frequently be willing to 
carry him, not only because of 
their own money which is involved 
but also because of the fact that 
his past record shows that he has 
deserved their help and that he 
will undoubtedly be a source of in- 
come to them in the future. They 
will wish to maintain his business 
as an outlet for their own services 
and goods. 


How’s the Hardware 


Business ? 
(Continued from page 64) 


sales lagging 14 to 18 per cent be- 
low a year ago, but with some cur- 
rent improvement in sections where 
excessive rains slowed down last 
month’s operations. 


* * * 


Summer Merchandise — Job- 
bers are doing especially well in 
June with sales of lawn and porch 
furniture, awnings, porch curtains, 
and awning hardware. Popular 
priced luggage is moving out at al- 
most its best rate of the year. 
Touring, camping and picnic acces- 
sories are selling almost as well as 
last year, and sports equipment is 
equally active, though demand is 
heavily toward the popular-priced 
grades. Lawn mower sales have been 
spurred by the fast growth of lawns 
under abundant rains. Screen 
doors, screens and screen hardware 
are below last year’s relative show- 
ings, but recent wet weather will 
probably bring a larger late de- 
mand. Table glassware has been a 
headliner for several weeks, among 
all jobbers and retailers who have 
featured any of the multitude of 
popular designs available. 


* * * 


Freight Traffic—Freight car- 
loadings for the May 28th week 
made a better than seasonal gain to 
562,061 cars, the best showing since 
the March 26 week, and 3 per 
cent over the immediately preceding 





record. Loadings are still far off 
from the rush period a year ago, 
this comparison being down 28.9 
per cent. Good recent gains in coal 
and ore shipments have served to 
maintain a fair showing. 


* * * 


Foreign Trade—F oreign, trade 
figures for April, recently released 
by the Department of Commerce, 
continued to show a wide disparity 
in favor of exports over imports. 
Exports of United States merchan- 
dise advanced to a level which was 
exceeded in only five months during 
the recent recovery period. Imports, 
on the other hand, continued to de- 
crease, so that all of the rise since 
the beginning of 1935 has now been 
cancelled. The maintenance of ex- 
ports at relatively high levels has 
had the effect of lessening the se- 
verity of the depression in a num- 
ber of domestic lines. Analysis of 
the figures for April, however, shows 
the greater part of the increase over 
a year ago is attributable to agri- 
cultural exports, particularly grains. 
Industrial exports, such as automo- 
biles, iron and steel products, elec- 
trical machinery, and textiles, have 
lost ground. 


* * * 


NRHA Congress Program 
(Continued from page 43) 


at that session. A speaker has not 
yet been selected. 

Thursday morning’s session 
opens with “Standards of Ser- 
vice” by Arthur E. Westphal, gen- 
eral sales manager, Ditto, Inc.. 
Chicago. He will point out the 
major problems of merchandising, 
showing how the ability and ser- 
vice of the retail merchant must 
keep up with progress in public 
needs. W. D. Galpin, General 
Electric Co., Cleveland, follows 
with “The Business of Selling,” 
a discussion of the importance of 
salesmanship in all merchandising 
and how personnel of hardware 
stores must be alert to the de- 
mands and opportunities of their 
position. “Obligations of Retail- 
ing” by Joseph Meek, secretary, 
Illinois Federation of Retailers. 
Chicago, will conclude the formal 
speakers’ program. 

Thursday afternoon will be de- 
voted to the closing business of 
the congress, with reports of 
committees, election of officers, 
and a closing address by a speak. 
er yet to be selected. 
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HOUSEWARES BUYERS! 


YOU can accomplish several months’ work in a few days at the New York 















NEW YORK Housewares Show. In 4 solid floors at the Hotel Pennsylvania you can 
inspect the lines of over 400 manufacturers, a mammoth display of mer- 
HOUSEWARES chandise—Housewares, Chinaware, Glassware, Electrical appliances—in 


SHOW— the widest variety. 
F MANY NEW ITEMS will be shown FURST at this show. 
Hotel Pennsylvania PLAN now to visit this great Housewares Exhibit. It will richly repay 











J | 10 t 16 you ... whether you come from far or near. Remember the dates. 
u y oO Sunday July 10th to Saturday July 16th, inclusive, and the place—Hotel 
Pennsylvania. 





New York Housewares Mfrs. Assn., Room 108A, Hotel Pennsylvania, New York 
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Sturdy BIT EXTENSIONS 
bs. A DRIPLESS PENETRANT 


\ mae yi and 
tomers be- on BETTER LUBRICANT 








A real value for your cus 


DRIPLESS PENETRATING OIL 


, rings, 
Mopet “D” cause it has no Pt ated to get DOOR-EASE 
\ 


no excessive Pall polish from end 








pow of oiled and wrapped to — Runs in... will not run out 

pe finish. Two screws on chuc Three drops loosen the tightest hinge. 
ogre um strength. Lengths One squirt lubricates the most stubborn 
give ge inches. Full dealer rer 

pom. _— In a refillable 4 oz. oiler, as shown.. 


discounts. — 25c list. 
Sold by hardware and automotive jobbers. 


AMERICAN GREASE STICK COMPANY 
MUSKEGON DEPT. A MICHIGAN 














MAY HEW isncivcene ratte, Massachusetts 














NEW 1938 
FEATURES! 


The Claridge is the newest and most , HELLER now offer 


° e hard 
modern ocean front hotel in Atlantic canis the Aatees 


in attractive display 
tables for displaying 
stock to best advan- 


City, with luxury and comfort in every 
appointment. Each of the 400 spacious 





a tage — INCREASE 
rooms has an outside exposure and most SALES THE HEL- 
p LER WAY! Some of 
of them have an unobstructed view of the outstanding 
LLE lop- 
the beach, boardwalk and park. All Gaus’ ioe: Guana 
rooms have private bath, with both pres le awn 
tub and shower, fresh and sea water. pe gl ar ge 
i q displayed that “ aling”’ 
Glass enclosed solarium on roof displayed thet “eye appealing” NEWLY DESIGNED LINE! 
Three ocean sun decks. Health Baths. increased buying. You'll be 
amazed at the pleasing design Shelving and wall fixtures, dis- 
European Plan: Single from $4.50. of HELLER’S 1938 display play tables, nail bins, counters, 
Pl. table line as shown in new il- screw, bolt and drill cases, boxes 
Double from $7. Also American Plan iastvated Quitler ‘Seo, 4128. and ‘drawers, sample holders, 


For reservations telephone UALITY FIXTURES AT etc. All pictured in folder seat 
NewYork Off: Chickering 4-6699-Washington Off.: District 2685 qeneey, Gaaae aaa , 
Pittsburgh Off.: Atlantic6240 + Philadelphia Off.: Kingsley 3150 These new modern HELLER, HELLER SCORES AGAIN ‘ 
easy to install display tables 


embody the finest craftmanship 
yet are available at surprisingly 
low prices. Investigate today, 
don’t wait—enjoy more business 


with attractive HELLER equip- 
Joseph P. Binns, Manager ited 


ATLANTIC CITY 








See Story May 19th Issue, 
Pages 28-29, Hardware Age, 
describing recent installation 
for the Leo Garrett Hardware 
Store, 17800 John R. St., De- 
troit, Michigan. 


WRITE TODAY! 


W.C.HELLER & Bisetteaiectaoes 


Compan Y New York City Montpelier, Ohio 
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information regarding sources of supply as pre- 
vided readers of Hardware Age by the “Who Makes 
it?” editor is here presented as an aid to others in 
the trade who may be seeking the same articles. 
The inquiries reproduced have been b 
of their general interest to hardware merchants and 
buyers. This editorial feature in each issue supple- 
ments the service rendered by the “Who Makes It?” 
issue. When writing to the firms mentioned, state 
that you secured your information from the Hard- 
ware Age Directory Number. 


lected 





The “Who Makes It?”’ issue of Hardware A ge enables you to quickly locate sources of 


supply and helps you answer many questions regarding brand names, products, etc. 


Saugerties, N. Y.: Where can we 
purchase some kind of material for 
keeping the dust down on tennis 
courts?—P. C. Smith & Son. 

ANSWER: Solvay Sales Corp., 40 
Rector Street, New York, N. Y. 


* + 


Bethel, Me.: Who makes a saw- 
dust burner?—D. Grover Brooks. 
ANSWER: Crawford & Doherty 
Fdry. Co., 4604 S. E. 17th Street, 
Portland, Oregon. Western Furn- 
ace, Inc., Tacoma, Wash. 
* * * 


Elizabeth, N. J.: Who makes the 
Carpenter vise?—Hand Hardware 
Co. 

ANSWER: Peter Boller Machine 
Works, 124 N. Aberdeen Street. 
Chicago, Ill. 


* * * 


San Francisco, Calif.: Who makes 
the Baby Grand lawn mower?—W. 
P. Horn Co. 

ANSWER: F. & N. Lawn Mower 
Co., Richmond, Ind. 


* * *% 
Baltimore, Md.: Who makes the 


Bescup sanitary drinking cup?— 
United Sanitary Chemical Co. 
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ANSWER: Boston Drinking Cup 
Co., Dedham, Mass. 


* + * 


Pampa, Texas: Who makes the 
American cream separator ?—Pampa 
Hardware & Supply Co. 

ANSWER: American Separator 
Co., Bainbridge, N. Y. 


* + 


Newark, N. J.: Where can we pur- 
chase W.H.S. English brick trowels? 
—J. Heller & Son, Inc. 

ANSWER: John H. Graham & 
Co., Inc., 113 Chambers Street, New 
York. N. Y. 


* * 


Brooklyn, Ia.: Who makes the Ot- 
tawa hay carrier?—Grieve & Eck- 
lund. 

ANSWER: Louden 
Co., Fairfield, Ia. 


* + 


Lake Placid, N. Y.: Who makes 
the Curtis plow?—Lake Placid 
Hardware Co., Inc. 

ANSWER: Donaldson Bros., Mt. 
Clemens, Mich. 


Machinery 


* + 


Charleston, W. Va.: Who makes 


the Excelsior farm gate?—Lowen- 
stein & Sons. 


ANSWER: Excelsior Drill Co., 
New Vienna, Ohio. 


* + 


Knoxville, Tenn.: Who makes the 
Martin ditcher?—C. M. McClung & 
Co. 

ANSWER: Owensboro Ditcher & 
Grader Co., Owensboro, Ky. 


ee © 4 


High Point, N. C.: Who makes 
the Acushnet golf balls?—Beeson 
Hardware Co., Inc. 

ANSWER: Acushnet Process Co.. 
New Bedford, Mass. 


* + 


Hershey, Pa.: Who makes the 
Dublekeen safety razor blades?— 
Hershey Department Store. 

ANSWER: General Blade Corp., 
7 W. 22nd Street, New York, N. Y. 


> @ -9 


McCone City, Mont.: Who makes 
a butchers’ block re-leveling ma- 
chine?—Vern Hakes. 

ANSWER: Heath Mfg. Co., Inc., 
210 Lafayette Street, New York, 
i ¥. 
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‘““PRIMUS””’ CAMPSTOVES 


Is the Indispensable Companion of Explorers 
and 
Invaluable to Campers 
Burns Safe Kerosene 


Smokeless—Reliable —Safe 


Your customers are demanding a 
safer stove—Satisfy that demand by 
recommending Primus, which means 
easy sales and good profits. 





Send for Complete Catalog of over 60 models of single and 
double burner stoves. 


Sandvik Saw & Tool Corporation 


47 Warren Street 740 North Washington Ave. 
New York, N. Y. Minneapolis, Minn. 














To completely satisfy your customers, ask your jobber for COLUMBIAN 
Tape-Marked. You can tell it by the Tape-Marker in all sizes and 
the red, white and blue surface markers in 34 inch diameter and larger. 


Columbian Rope Company, Auburn, “The Cordage City”, N.Y. 


WATERPROOFED - GUARANTEED 





Closely “Read 
“Publication 


hao a successful 
Classified Section 


See Pages 88-89 
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Lead the Field 
with WESTFIELDS in 1938 


This seal on the front 
mudguard is a sign of 
sure profits for you on 
the complete West- 
field line—And you'll 
need Columbias as 
well for those who 
want America’s most 
famous bicycle. 


a (2 as 


E& _STANDARD OF THE WORLD. as ia WORLD = 


THE WESTFIELD MFG. CO. 
WESTFIELD, MASS. 








Sell Them HOPPE’S 
for Gun Protection 


VERY shooter needs Hoppe’s No. 

9 to remove bore leading, metal 
fouling, all residue, and prevent rust. 
Hoppe’s Patches to apply No. 9. 
Hoppe’s Lubricating Oil for speed-up 
‘q, and wear prevention in working parts 
| —-also to clean and polish. Order 

| from your regular jobber. For free 
booklets on Gun Protection, write us. 


FRANK A. HOPPE, Inc. 
2314-A No. 8th St., Philadelphia, Pa. 









maar HOPPE S 


EBRICATIN¢e 




























» quick INEXPENSIVE DELIVERIES) 


ROCK-OLA 
Special Velivery 


MOTOR SCOOTER 


MILES 
per 
4 ) HOUR! 
Do a bigger business over a larger area in your community! Make more 
frequent service calls or deliveries in a fraction of the time—at far less 
cost—and at a bigger profit to you' Do all this with a Rock-Ola Motor 
Scooter—America's newest, inexpensive mode of transportation! 
Think of the advertising value—with your name imprinted where 
everyone can see it day after day! Your sales are bound to ee x 
You don't have to pay cash! Your dealer sells it on low R. M. 
time payment terms. Write for his name and full details on the Rock 
Ola 3-wheel model featuring the revolutionary new ‘Floating Ride." 


DEALERS: A few Valuable Dealer Franchises available. 


SCOOTER DIVISION 
826 N. KEDZIE AVE.. CHICAGO 























ROCK-OLA MFG. CORP. 
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Help Wanted. Accounts Wanted 
Business Opportunities 
Sales Representatives Wanted 


Set solid, maximum, 50 words. . $3.00 
AW capitals, maximum. 50 words ... $4.00 
Each additiona) word 0t 


Positions Wanted 
(Special) Rate) set solid. maximum. 
TD QWOREE cccceccsacce Pere .50 
Bach additional word .............. 01 
Allow Seven Words for Keyed Address or Your Address 


BOXED DISPLAY RATES 


One inch 
Each additional inch ........ “3 


Use this section to reach Hardware Manufacturers, Manufacturers’ 
Agents. Jobbers. Jobbers’ Salesmen. Retailers and Retail Salesmen 





DISCOUNTS FOR CONSECUTIVE INSERTIONS 

4 insertions, 10% off; 8 insertions 15% off 

Due to the special rate, these discounts do 

not apply on Positions Wanted Advertise. 
ments 


—_—_~e— 
REMITTANCE MUST ACCOMPANY ORDER 
Send check or money order. 
not currency. 
—-e— 


HARDWARE AGE is published every 
other Thursday. Classified forms close 








15 days previous to date of publication. 





NOTE 
Samples of Literature, Mer- 
chandise, Catalogs. etc.. will 
not be forwarded. 
—~eo — 
Address your correspondence and replies to 
HARDWARE AGE 


Classified Opportunities Dept. 
239 West 39th St.. New York City 

















- 
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Hardware Personnel 
J files contain applications of several hundred 
rienced and well trained employees in the 
hardware industries. 
NO CHARGE TO EMPLOYERS FOR THIS 
SERVICE 


If we can be of any help to you, just phene 


ASSOCIATED PLACEMENT BUREAU 
152 West 42nd Street New York City 
WIS. 7-1802, 1803 7 











PURCHASING AGENT HAVING MAIL 
ORDER, hardware jobber, group and syndicate 
organization experience, desires position with re- 
liable firm. Address Box C-952 care of HARDWARE 
AGE, 239 W. 39th St., N. Y. City. 





IS THERE NOT A HARDWARE firm need- 
ing a reliable man with long experience in most 
lines who will start for small salary to prove his 
worth. Best of references. N.E. preferred. Ad- 
dress Box D-64, care of Harpware AGe, 239 W. 
59th § St., N. Y. City. 

SALESMAN—18 YEARS’ SELLING EX- 
PERIENCE IN Metropolitan area; builders’ hard- 
ware, padlocks, night latches, key blanks and 
key machines. Jobbing and retail trade following. 
Address Box D-55, care of Harpware AGe, 239 
Ww. 59th St.. N. ¥. City. 

HARDWARE MAN WITH | 15 YEARS’ EX- 
PERIENCE desires Position with responsible re- 





tail firm. Well versed in most lines pertaining to 
hardware. Can arrange, sell, and have done some 
managing. Married and can locate any place. 


Best references as to honesty and experience. 
Address Box D-56, care of Harpware Ace, 239 
W. 39th St., N. Y. City. 

MAN LONG EXPERIE NCED IN GENERAL 
hardware and mill supplies, retail and traveling 
salesman, wants to represent factory making qual- 
ity line. Prefer territory in Ohio, Virginia, North 
Carolina, Tennessee or Kentucky. Good refer- 
ence. Address Box D-63, care of HarpDWARE 
Ace, 239 W. 39th St., N. Y. City. 
THOROUGHLY EXPERIENCED HARD. 
WARE MAN, 34, married, good health, with ten 
years of experience in operating a retail hardware 
store and five years’ experience traveling for whole- 
sale hardware house, desires position in retail hard- 
ware store—Minnesota or Wisconsin preferred. 
Address Box D-26, care of Harpware AGE, 239 
W. 39th St., N. Y. City. 











SALESMAN COVERING MIDDLE WEST 
AREA wants one or two lines on commission 
basis. Lines should have some established busi- 
ness. Prefer quality items. Can produce vol- 
ume sales. Excellent references. Capable and 
efficient. Must have exclusive territory. Ad- 
dress Box D-52, care of Harpware Ace, 239 W. 
39th St., N. Y. City. 

HARDW ARE MAN WITH LONG EXPERI. 
ENCE buying and selling most all lines carried 
in a general hardware store. Good health. Best 
of references. Small salary to start. New En- 
gland preferred. Address Box D-65, care of 
Harpware Ace, 239 W. 39th St., N. Y. City. 
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HARDWARE MAN WITH 12 YEARS’ EX- 
PERIENCE in selling wholesale and retail hard- 
ware, paints, mill and factory supplies. Well 
acquainted with purchasing agents and buyers in 
Westchester County. Wishes to contact wholesaler 
or jobber who wants representation in this terri- 
tory. Married. Drive own car. Excellent refer- 
ences. Address Box D-54, care of HarpWARE 
AcE, 239 W. 39th St., N. Y. Ieee 


SALESMAN, 36 YEARS OF AGE, calling 
on hardware jobbers and large hardware dealers, 
wants two or three lines consisting of builders’ 
hardware specialties, plumbing supplies and fit- 
tings, pliers and nippers, cutlery lines. Have 
covered Iowa, Nebraska, Arkansas, Oklahoma, 
Texas, Louisiana, Mississippi, Tennessee, for 8 
years. Well established. Best of reference. Ad- 
dress Box D-53, care of Harpware Ace, 239 W. 
39th St., N. Y. —_ 


MANUFACTURER’S REPRESENTATIVE 
DESIRES TO MAKE connection with manufac- 
turer of malleable pipe fittings, on commission 
basis, to sell direct to the wholesale and retail 
hardware and plumbing trade in Eastern Penn- 
sylvania, Southern New Jersey, Delaware and 
Maryland. Thoroughly experienced in this line 
and have a large seventeen-year established fol- 
lowing. Address Box D-60, care of Harnware 
Ace, 239 W. 39th St., N. Y. City. 


CREDIT EXECUTIVE- ACCOUNTANT, 33 
YEARS, desires permanent connection with re- 
sponsible organization. Fourteen years with 
prominent eastern hardware and paint concerns. 
Capable business advisor—familiar with financial 
and profit ratios and operating budgets to perpetu- 
ate any organization—cost and selling records as- 
suring a profit. Assume full credit responsibilities. 
Location no factor. Address Box D-61, care of 
Harpware AGE, 239 W. 39th St., N. Y. City. 


HARDWARE MAN—THIRTY YEARS’ EX- 
PERIENCE, desires to connect with large re- 
tailer or small jobber. Thorough knowledge of 
builders’ hardware—factory and mill supplies— 
mechanics’ tools, paints. Can assume complete 
charge of any or all departments. Buyer of a 
chain of hardware stores past ten years. Will 
work anywhere. Can furnish best of references 
from past employers. Address Box D-51, care of 
HarpwareE AGE, 239 W. 39th St., N. Y. oan 











BUYER AND PURCHASING AGENT IN the 
hardware, mill supplies, housewares and gifts, 
paints, glass, plumbing, roofing, heating, electrical 
and plastering supplies, wishes a connection with 
a progressively-minded firm, either Independent, 
Chain, Department Store, jobber or wholesaler. 
Experienced in all phases of modern marketing, 
merchandising, stock and price control, sales pro- 
motion, store arrangement, advertising, and a 
capable organizer. College graduate, age thirty- 
three and married, with fifteen years of retail and 
wholesale business experience. Thorough, tactful, 
conscientious and progressive; neat appearance and 
a fluent talker. Present starting salary secondary 
to opportunity and future. Available on short 
notice, and can offer the finest references as to 
character and ability. Would prefer within 200 
miles of New York City or West of Mississippi. 
Address Box D-44, care of Harpware Ace, 239 





W. 39th St., N. Y. City. 


v 


24 YEARS’ EXPERIENCE SELLING HARD. 
WARE, housefurnishings, toys, sporting goods 
electrical, plumbing, mill and factory supplies, 
radios, paints, etc.—window trimming—show card 
and sign work, newspaper ad writing, store depart- 
mentizing—capable of building window display 
backgrounds—display tables—sampling of doors or 
draws—capable of management of sales force or 
departments. Make me an offer. Address Box 
ae care of Harpware AcE, 239 W. 39th St., 

. Y. City. 




















REPRESENTATIVES 
WANTED 


Established representatives calling 
on large hardware retailers and 
semi-jobbers. 

We have been manufacturing a 
quality line for more than fifty 
years. Ours is a repeat item and 
your volume of sales to each store 
will be between $10,000 and $30,000 
per year. 

Our proposition is new with unusual 
merchandising features: our products 
are priced 25% below competing lines 
and are still the highest quality on 
the market. Men must have an ac- 
quaintanceship in the hardware field 
and a good sales record. 


Liberal commission arrangement. 


Write fully giving experience and 
contacts. Opening in various terri- 
tories. 


Address Box D-59, 


care of HARDWARE AGE 
239 W. 39th St., N. Y. City 














WANTED — FACTORY REPRESENTA. 
TIVES COVERING HARDWARE and auto ac- 
cessory jobbers to sell our complete line of polishes 
and cleaners. Commission basis; protected terri- 
tories. Must have established following. Write 
—Skat Company, Hartford, Conn. 


SOMETHING NEW! GENUINE LITHO. 
GRAPHED DECAL transfers, now offered in 
small quantities. An attractive name plate insures 
wide advertising publicity at low cost. Sideline 
salesmen wanted; prospects everywhere—good com- 
mission, steady repeats. Samples on request. Ad- 
dress—Ralco Decaleo, HA—1305, Washington 
Street, Boston, Mass. 








SALESMEN WANTED: GOOD FOLLOW- 
ING CALLING on hardware and house furnishing 
line in all parts of the United States, to handle 
our line as a side line to sell corks, bottle caps, 
faucets, capping machines, bungs, rubber hose, 
barrels, pressers, hydrometers, sulphur strips, 
aluminum seals and all other bottlers’ supplies. 
Address Box D-46, care of Harpware AGE, 239 
W. 39th St., N. Y. City. 
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MANUFACTURER OF BRUSHES WANTS 
EXPERIENCED sideline salesmen calling on 
hardware, apitomotive supply, paint, lumber and 
department store trade. Liberal commission. In 
reply state fully lines you are now selling and 
territory covered. Address Box D-66, care of 
HarpwarE AGE, 239 W. 39th St., N. Y. City. 


SALESMEN — HAVING ESTABLISHED 
ROUTE COVERING larger retail hardware deal- 
ers, department stores, etc., by manufacturer of 
quality line grinding wheels, sharpening stones and 
hones. Prices right to get business. Help from 
sales department in introducing line. Strictly 
commission basis. Commission paid semi-monthly. 
Several good territories open. Address Box D-32, 
care of Harpware AGE, 239 W. 39th St., N. Y. 
City. 


IF INTERESTED IN SELLING DIRECT TO 
RETAILERS AND JOBBERS WE HAVE HOT 
HARDWARE SPECIALTIES SELLING FROM 
COAST TO COAST. SALESMEN WISHING 
TO BUY AND SELL (ACTING AS YOUR 
OWN JOBBER) EXCELLENT PROPOSITION. 
EXCLUSIVE TERRITORY. OME TERRI- 
TORY OPEN. ADDRESS—FULTON PROD. 
UCTS COMPANY, 125 W. 33RD ST., NEW 
YORK CITY. 


EXPERIENCED SALESMEN WANTED— 
ESTABLISHED HIGHLY ated firm—best 
grade of mechanics’ tools. One territory—Dela- 
ware, West Virginia, Virginia, Washington, 
D. C., Maryland; Second—North & South Caro- 
linas, Georgia, Tennessee, Alabama, Mississippi, 
Florida. To sell on commission basis and if suc- 
cessful small drawing account. Sould handle one 
or two allied lines and be familiar with mechanics’ 
tools, no other need apply. Give particulars. Ad- 
dress Box D-58, care of Harpwarr Ace, 239 W. 
39th St., N. Y. City. 














_MANUFACTURERS’ 
NOW CALLING ON builders’ hardware distribu- 
tors and mill supply houses wanted to represent 
well-known manufacturer of sliding door hardware 


REPRESENTATIVES 


on straight commission basis. Several restricted 
territories available. In reply give extent of ter- 
ritory covered and types of products handled. 


Address Box D-57, care of HarDWARE AGE, 239 
W. 39th St., N. Y. City. 














GUNN FOLDING SAW CLAMP now dis- 
tributed to the hardware trade by the Fort Pitt 
Hardware Co., Pittsburgh, Pa. 





WANTED JOBBERS’ SURPLUS, HARD.- 
WARE, harness goods, or any general merchan- 
dise. We pay cash for discontinued lines. Write 
what you have to offer—L & M Mercantile Co., 
3311 Brooklyn, Kansas City, Missouri. 





FOR SALE, GOOD ACTIVE HARDWARE, 
plumbing, heating and tin shop business. Clean 
moderate stock; the only hardware store in a town 
of 300, in the heart of Illinois corn belt. Owner 
retiring; splendid opportunity for two hustling 
young men. Address W. H. Schafroth, owner, 
Cabery, Illinois. 





FOR SALE TO CLOSE ESTATE—general 
hardware and farm implement business estab- 
lished sixty years in thriving rural community. 
Complete up-to-date stock of hardware and store 
building for sale at attractive figure. Substan- 
tial down payment required. For further details 
write-—C. L. Glasgow Estate, Horace Powers At- 
torney for Executor, Nashville, Michigan. 











500 Motors at 42 Regular Price 


Yo H.P. 110 volt, 60 cy. 3500 speed, single phase, 
induction type, alternating current. Just the motor 
your customer needs for driving home work shop 
tools or any highspeed job. $7.50 each in lots of 
six. Single motors $8.50. 


ELECTRICAL SURPLUS COMPANY 
1885 Milwaukee Avenue, Chicago, IIlinois 











STORE FOR RENT IN SMALL Westchester 
village, adjacent to chain store; excellent loca- 
tion for hardware and paints. No competition— 
low rent. For full particulars apply owner— 
Merritt Associates, 237 Larchmont Ave., Larch- 
mont, N. Y. Phone—Larchmont 2800. 





COLORADO OPPORTUNITY — HARD- 
WARE, IMPLEMENT AND lumber business, a 
consistent money maker for present owner since 
1910; inventories approximately $12,000; 1937 
sales over $27,000. County seat town, excellent 
schools, fine climate, no chain competition, will 
clear $5,000 per year, must sell for health reasons. 
Address Box D-48, care of Harpware Ace, 239 W. 
39th St., N. Y. City. 





caged 


hol 








BUILDERS’ HARDWARE SALESMAN 
WANTED IN hardware store in central loop dis- 
trict Chicago. State age, experience and salary 
expected. Address Box D-62, care of HARDWARE 
AcE, 239 W. 39th St., N. Y. City. 
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Hardware Age. 


Which Classification 
Are You Interested In? 


Whether you want to buy or sell a paying hardware 
business—or seek dependable sales representatives—or 
contact some desirable accounts — or secure a good 
position in the hardware trade—or need help for your 
expanding business—or wish to market a worthy prod- 
uct — use the Classified Opportunities Section of 


Your advertisement in this section will put you in touch 
with the particular “CLASS” you want to reach. Year 
after year Hardware Age has led its field in both the 
volume and results of its classified advertising. It enjoys 
the confidence and following of the hardware trade. 


HARDWARE AGE 


A Chilton Publication 


Classified Opportunities Department 
239 West 39th Street, 


A.B.C.—Charter Member—A.B.P. Inc. 


New York, N. Y. 
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The Dash (—) Indicates that the Advertisement Does Not Appear in 





A 
Abrasive Products, rere 
Meme Bteel Co.cc ccccccccccces 
Aladdin Industries, Inc......... 
Be Bs Giwovcccectascees 
BE Te CRicccecccceccccsce 
Allen Mfg. Co., W. D.......... 
American Brass Co., The....... 


American Cabinet Hardware Corp. 
— Chain and Cable Co., 
DE, scdetenetbeeeeeencedees 
American Chain Div. ......... 
American Fork & Hoe Co., The 
American Grease Stick Co...... 
American Hardware Corp., The. 
BEE THE, Giicccccccccces 
American Safety Razor Co..... 
American Screw Co...........- 
American Steel & Wire Co... 
American Thermos Bottle Co 
American Wire Fabrics ee 
Ames Baldwin Wyoming Co. 
Animal Trap Co. of America. 
BONNE Tie Giicccccrscveces 
Archer- Daniels-Midiand Co. 
Armstrong Bray & Co.......... 
Armstrong Bros. Tool Co..... 
Arnold, Schwinn & Co., Inc. 
Atens & Ge., BB. Grcccccccces 
Atlantic Products Co. ...... ‘ 
Auditorium Hotel ° 


Ballonof! Metal Products ‘o.. 
Re, Cin BOB scccccsccwe ‘ 
Bayer-Semesan Co. ............ 
Behr-Manning Corp. .......... 
Bemis & Call Co............... 
Benjamin Franklin Hotel ...... 
Bethlehem Steel Company ..... 
Birdsell Corp., The..........-; 
Bissell Carpet Sweeper Co.. 
Blaisdell Pencil Co.... — 
Bommer Spring Hinge agate 
Borg-Warner Corp. ............ 
oe Woven Hose & seeped 
Boyle Co., The ee Mhescadéseces 
Briggs & Stratton oe. rer 
Brown Corp., = * corns 
Bruner-Ivory Handle Co... .. .59, 
a peer Balke - Collender Co. 
ED, GE occ ccsvriekeseds 
Buckeye Aluminum Co., The 
Burden Iron Co 


Calbar Paint & Varnish Co. 
Carborundum Co., The......... 
Carnegie-Illinois Steel Corp... 
Carrollton Metal Prod. Co., The 
Carter Products Corp.......... 
Central Commercial Co......... 
Champion Hardware Co., The... 
Cheney Hammer Corp., Henry 
Chicago Lock Co............+.::. 
Chicago Spring Hinge Co. 
Chicago Wheel & Mfg. Co. . 
Chisholm-Ryder Co., Inc........ 
he Me Mh Minee¢6ckeecese 
FD Pra 
Clayton & Lambert Mfg. Co..... 
Clemson Bros., Inc............ 
Cleveland Chain & Mfg. Co..... 
Cleveland Wire Spring (o., ‘The 
GOON Te (Gs pctccsccde oe 
Coburn Trolley Track Co... 
Coleman Lamp & Stove Co...... 
Collins Co., The........ : 
Columbian Rope Co.. dial ia 
Columbian Vise & Mfg. SM hada 
Conco Engineering Works... . 
Connecticut Valley Mfg. Co... 
Continental Steel Corp. 
bMS SSP 
Corbin Cabinet Lock Co........ 
Corbin Screw Corp., The....... 
Crescent Tool Co..... ee 
Cross & Co., Inc., W. W....... 
Cycle Trades of Americ a, Ine. 
Cyclone Fence Co... 





D 


Se ae eer re 
Damascus Steel Products a... 
Dazey Churn & Mfg. Co.. ‘ 
Dempster Mill Mfg. Co......... 
Deniston Co., The............. 
ae Gs Wie. Geccncnbnehen 
DeWitt Operated Hotels. . 
Diamond Calk Horseshoe Co..... 





Bene Oi, Me Bucscccccncs wee 
Domes of Silence.............. 
BG TEs po tcccedeccese 


Draper-Maynard Co. ..........- 

du Pont de Nemours & Co., Inc., 
E. 1., Fabrics and Finishes 
Dept.. C hemie al Specialties. 
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iu Pont de Nemours & Co., 
k. q 
Kaybestos-Manhattan, Inc. (Ray- 





Remington Arms Co., Ine. 
Republic Steel Corporation 
Republic Steel Corporation 


Leonard Refrigerator Div. M 
Rich Ladder & Mfg. Co., The. 


Line oin so el _ 


Lincoln- Schlueter Floor Rochester Sash Balance Co., Tne. 


Rock Ola Mfg. Corp. o-8 s 
Rogers og & "Glue Co...06 


Evans Products Co.........++++ 





Little Giant Mfg. wi tes 


tel 
——— . — Bolt & 


Faultless Caster Co 


MeCormick Sales Co., 


Fox Shot Gun Div. Samson Cordage Works 
4 P 1 


MeCormick Sales Co., 





Sandvik Saw & Tool Corp. 

Co. Savage Arms Corporation 
Marble Arms & Mfg. Co Save Electric Corp. ° 
=. Brush Mfg. Co....... 
Mayhew Steel “Products, 


Jo. P 
po Co.. The Wm. 
Midway Chemical Co. 


Sentinel Radio Corp. 


Sl al lll 


The . 
Shapleigh a Co. 
wr x Bronze Powder & ‘Sten- 


I 
shelby “Cycle Co., The 


Minnesota Mining & Mfg. Co... 
Moore Push Pin Co. 
Morse Twist Panny & ~~ i De Co. 


~ 
a 


Co. 
General Motors Corp. Stanley Rule & Level Plant 
Gilbert & Bennett Mfg. 
Glass Coffee Brewer Corp 
Globe American Corp. 


Star Heel Plate Co. 
E. C. 





Pl folslit 


Stensgaard & "Asso., 


_ 


nd 


Savage Arms Corp. 
be wee Stewart Iron Works “Co. ’ 
Tire & Rubber Co..... The 


| 


ian con & Stpg. Co. Sun-Glo Lamp. Work, [agree 





tsreenfield Tap & Die Corp..... Pressure Cooker Co.. 
; Co. 


New Haven Clock Co 


& Co.. 
Three-in- = Co., Div. ‘of the 


Thomas Products Co. 
Tip-Top Products Co. 


Assn. 
Nicholson File Co. 


Triplex Screw Co., The 
Tucker Duck & Rubber 


Hamlin Metal Products Co. . wo 
= Day & Woolworth Handle 


Hampden Mfg. Co., 
Co 
Harris Hdw. & Mfg. 


1) 183) 


0. 
Northwestern Steel & Wire Co.. 


Norton Door Closer Co.... 
Norton Lasier Co. 


| 





Hazard Tonuiated ‘Wire Works. 


Cae Fork 4 -_ Co., The. 


Co. 
United States. Electric Mfg. Corp. 


DE: Miwesscenes 
— ee Rubber Products, 


Horton Manufacturing Co..... 


Oliver Iron & Steel Corp ned Plastics Corp. 





Hotels De Witt ——— 





Vaughan & Bushnell Mfg. Co. 
Vaughan Novelty ane Co., 


melo og Nin rv) 0. 
Patent Novelty Co 
Peck, Stow & Wilcox Co 


Vonnegut Hardware Co. 


Indiana Steel & Wire Co. 


Ingersoll Steel & Dise Div. ’ Borg- Wabash Appliance Corp. 


Wall Rope Works, Inc. 
Warren Toot Corp. 


Westfield Mfg. Co., 
Biectric & Mfg. Co. 
Wickwire Brothers 
Wickwire Spencer Steel Co 

be mre A Repeating  —_ Co. 


oodru . 
Wood ‘Shore! & Tool Co... 
Co. 
Wright Steel & Wire Co., G. 








Oo-1 


1d 


Jones & Laughlin Steel Corp... . 
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More profits for you — with the new 


ee LOCK JOINT 


/ Stove Pipe 


(Patent No. 2,038,389) 


These exclusive features please 
customers — make selling easier 


Watch your stove pipe sales and profits step up, when 
you promote Milcor’s LockJoint! Already the recognized 
leader, LockJoint becomes an even bigger seller with 
Milcor’s latest engineering advancements. Again, 
Milcor sets new standards in the stove pipe field. 
























Corrugated Elbow 


Adjustable Elbow Lhe Locking Device, the new Non-Slip End Lock, and 
the Short Fade-Away Crimp give you a stove pipe that 
is unequalled for speedy, easy assembling and sturdi- 
ness. You lock it with your hands. Snug fit eliminates 
danger and unpleasant odor of leakage. 


LockJoint makes satisfied customers. It is made from 
_ . top-grade materials, and is available in all standard 
Exc | usive sizes. Feature it for more profitable stove pipe business 
this season. Check your stock and order from your 

Features erga 


that sell H4 


Non-Slip End Lock. Short Fade-Away 
New feature prevents Crimp. Edge turned in 
up-and-down move- slightly for easy fit- 
ment of lock. Prongs ting. Crimp fades away 
on locking tongue fit con- rapidly, giving wide, smooth 
cealed slot. surface which assures tight 
assembly. 











Locking Device.Locks 
. easily by hand. Insert 

notched edge into op- 
= d posite groove, forming 
a tight seam. Can’‘t pull apart. 




















oe 
AS 


Unit of the Complete 
MILCOR; Heating Line Iii 


OPEN 


. oS 


CLOSED 


i ae 


OPEN 


a — 


CLOSED 








MILCOR: STEEL, COMPANY 
MILWAUKEE, WISCONSIN CANTON, OHIO 
Chicago, ILL Kansas City, Mo. La Crosse, Wis. 


The holding power of the Milcor 
Fade-Away Crimp is demonstrat- 
ed above. Three lengths of 28- 
gauge stove pipe support almost 
100 pounds without sagging. 
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A razor you can 
really recommend ! 


Hardware men are keen judges of pre- 
cision tools. That's why they like 
the Rolls Razor with its beautifully 
hollow-ground blade of hand-forged 
Sheffield steel. The semi-automatic 
strop and hone keeps the one blade 
sharp for along, long time. Thousands 
purchased in 1928 are still in use. Re- 
tail prices start at $10—which means 
a profit in dollars for you! 





May we send our salesman? Write 
Dept. HA3, ROLLS RAZOR, Inc., 
305 East 45th Street, New York. 


ROLLS 


IT'S GOOD 
BUSINESS 


TO SELL GOOD 
BRUSHES 


RAZOR 












































SAFETY KILL sn, 
Can OPENER 


25,000,000 women can’t 
be wrong. Approved by 
Good Housekeeping. 
The simplest... best- 
cutting ...easiest-to-use 
can opener on the mar- 
ket. For quick turnover 
—and good profits—dis- 
play this Nationally Ad- 
vertised Popular Seller. 


VAUGHAN NOVELTY MFG. CO., INC 


3211-25 CARROLL AVENUE. CHIC ) ILLINOIS. U.S.A 


Genui"° DOMES 2° SILENCE 
pee SILENTLY - SOFTLY - SMOOTHLY 
0 T SAVE FURNITURE 


_fj\_ & FLOORS-CREATE QUIET 
aE » Name Domes of Silence 
on each genuin Glide 


Beiies of Mileses 
Rubber Cushion Glides 
e, Marble, Cement and Bathr 
° wood beds, large 
nd all furnit 


Ask your Jobber If he is not supplied write to 





—_ili | 
Uaughans, 





TAKE A LOOK! 


8 PAGES 


PLIERS — PUNCHES 
NIPPERS—PRUNERS 


and other SPECIAL 
PURPOSE TOOLS 


in the July 29th 
DIRECTORY ISSUE 


OF 


HARDWARE AGE 


ces 


BARGAIN SALES UNITS 
The WM. SCHOLLHORN co. 


416 CHAPEL if W HAY 








PERFECTION on sTOVEDEALERS 
have euly advantage 


Known Quality 

Proved Performance 
Modern Design 
Advertising Dominance 
Consumer Acceptance 
Complete Lines 

Ample Profit Margin 


PERFECTION 


dN 


PERFECTION STOVE COMPANY, 7932-D Platt Avenue, 
Cleveland, Ohio 








Highest 
quality jar rubber 
made. Biggest seller. 

Used by experts and home 

canners for 20 years. Na- 
tionally advertised. Excel- 
lent profit. Big repeats. 10¢ a 
doz. Two gross (24 cartons) in 


full color display container. a 


GOOD LUCK 4 


Jar Rubbers 





BOSTON WOVEN HOSE & RUBBER CO., Cambridge, Mass. 








DOMES of SILENCE, Inc., 35 Pearl St., N.Y. C. 





Stock and Profit with 


“G & B” QUALITY Products 


ys RI POULTRY NETTING 
OODS STRAITLINE FENCING 


G & GALVANIZED HARDWARE CLOTH 


SCREEN WIRE CLOTH: 
“PEARL” 
ale ALITY “ACME” ELECTRO GALVANIZED 
Provuctrs COPPER 


PAINTED BLACK 
BRIGHT and ROMAN BRONZE 


The Gilbert & Bennett Mfg. Co. 


Metablished 1818. America’s Oldest Woven Wire Factory-Menufacterere 
WIRE CLOTH, NETTING and FENCING 
Galvanized Steel Wire Cloth in oll jteshe es and 


Gauges 
New York City Georgetown, Conn. Blue | . 1. Kansas City. Me. 
San Franeciseo 
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STREAMLINED DOOR CLOSER 





Grom 1&&0, when the first 


commercial “door 
check’’ (pictured 
at left) was on the 
market, up te now, 
door control de- 
«vices have been 
tremendously im- 
proved mechan- 
ically, but little 
has been done to make them better looking. 
They have simply been built to do their job 
as effectively as possible. Witness the illus- 
tration below, showing the progress of sur- 
face door closer design 
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This standard LCN sur- 
face type door closer, 
proved over and over to 
be the most efficient, 
durable and economical 
device of its kind, is still 
not a thing of beauty... 
is still just a decent-look- 
ing piece of machinery, 
and often more or less of a “headache” to the 
architect who sees it hung on the door and 
casing he has designed with such care! Hence 
the development by this company of three 
types of concealed closers. 











Concealment is Still 
the Best Solution 


. but every designer and hardware man 
knows that concealment of door closers is 
sometimes out of the question. Perhaps it is 
the cost; perhaps the location of doors. What 
hen? Until now there was nothing to do but 
use the ordinary surface closer. 









Overhead - loot - Surface 








But Today, the LCN “Miracle” 
Brings New Possibilities 


Recognizing the need for a surface type 
closer built on graceful lines, one which could 
easily be finished to blend into its back- 
ground, or in some cases could be used as 
part of the decorative trim, this company 
determined to create such a product, and to 
do the job right. A competent industrial de- 
signer, Mr. R. Thur Schmidt, was commis- 
sioned to work with LCN engineers on this 
difficult assignment. And difficult it was... 
indeed, who would have thought the outlines 
of a standard door closer could be moulded 
into a form of genuine beauty? But many 
months of effort have brought the desired 
result. LCN, progressive always, has pio- 
neered again with success. What three gener- 
ations of architects and hardware men have 
hoped, against hope, might some day be 
achieved is here... a really, good-looking 
door closer! 


ALL the Mechanical Advantages 
PLUS Good Appearance 


Do we exaggerate in using the name “Mir- 
acle’”’? Not much. When you see it we think 
you will agree that the transformation is 
little short of miraculous. Again the thing 
which many said ‘“couldn’t be done’ has 
been done! 

The change is purely a matter of out- 


LCN 


DOOR wees 



















ward design. The standard LCN door closer 
within remains almost exactly the same as 
the hundreds of thousands of LCNs in serv- 


ice all over the country 
—the closers which, on 
doors and on laboratory 
testing blocks, have es- 
tablished record after 
record for smooth, 
powerful, trouble-free 
operation and long en- 
durance. Here is the ut- 
most economy inservice 
combined with simple, 
chaste, appealing 
beauty of appearance. 


Regular or Bracket Mounting 
... Faint or Metal Finish 


The LCN “Miracle” Door Closer is available 
either for regular mounting on the door or 
for installation on soffit or corner bracket, 
and 180-degree opening of door may be had 
if desired. Thus the “Miracle” of design in 
no way hampers the usual LCN flexibility of 
operation. 

While the prices of LCN “Miracle”? Door 
Closers are necessarily somewhat higher than 
those of the standard closers, the differences 
are not large, and compared to the tremen- 
dous advantage offered are small indeed! At 
present the new closer is available in siz 
“C” only, this being the size required for 
far the greatest number of doors. Others 
be added as rapidly as practicable. ‘J 
closers may be had in prime paint finis!) or 
polished metals. 


Call, write or wire our home office, « our 
nearest representative for further tails. 
Norton Lasier Company, 466 West > .perior 


Street, Chicago, [linvis. 
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BUILDERS HARDWARE 














WE CARRY A WELL- 
BALANCED STOCK OF 
THE ENTIRE RANGE 
REQUIRED, FROM 
MODERN SKYSCRAPERS 
TO THE ORDINARY 
TOWN JOB. 
ein 
EXECUTED IN WROUGHT 
METAL, BRASS 
AND STEEL. 
~~ 
MISCELLANEOUS SMALL 
SHELF HARDWARE 
CARRIED IN STOCK TO 
MATCH THE VARIOUS 
FINISHES OF LOCK SETS. 


—po— 


A COMPLETE 
ASSORTMENT AT ALL 
TIMES FOR PROMPT 
DELIVERY. 
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NEW—MODERN—UP TO THE MINUTE ™ mason 
HAVE EYE APPEAL *\ q 


“DIAMOND EDGE 1S _A QUALITY PLEDGE” 
Shapleigh National Series No. 2133 HARDWARE AGE 








